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Alliance  for  Audited  Media  can  do  for  yOu,  visit  auditedmedia.com/TheNewABC 
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reditorial _ ■ 

Pageviews  trump 
professional  responsibility 
in  White  Plains,  N.Y. 


Before  I  dive  too  far  into  this 
editorial,  let’s  just  agree  to 
call  a  spade  a  spade:  The 
Journal  News’  online  map  of 
every  gun  permit  issued  in  New  York’s 
Westchester  and  Rockland  counties  — 
complete  with  permit  holders’  names 
and  addresses  —  was  a  wildly  success¬ 
ful  attempt  at  boosting  pageviews.  Nu¬ 
merous  other  points  are  up  for  debate, 
and  ni  get  to  those  in  a  minute,  but  I 
hope  we  can  all  recognize  that  while 
the  rest  of  us  engage  in  privacy  vs.  free¬ 
dom  of  speech  holy  wars,  the  Journal 
News  executives  are  patting  themselves 
on  the  back. 

Now,  on  to  the  nitty-gritty. 

Yes,  it’s  true  that  the  information  in 
the  database  is  public  record,  and  the 
paper  has  a  constitutionally  protected 
freedom  to  publish  such  information. 
But  a  newspaper  isn’t  dismissed  of 
responsible  behavior  with  a  mere  wave 
of  a  FOIA  request.  The  fact  is,  those 
public  records  can  be  extraordinarily 
difficult  to  obtain,  particularly  for 
average  citizens  with  no  media  affilia¬ 
tion.  Newspapers  themselves  regularly 
engage  in  (and  frequently  lose)  costly 
lawsuits  to  secure  access  to  so-called 
public  information.  If  the  records  listed 
were  really  as  public  as  the  Journal 
News  has  made  them  out  to  be,  this 
wouldn’t  be  much  of  a  story. 

What  the  Journal  News  did  was 
secure  those  difficult-to-obtain  public 
records  and  publish  them  in  a  compre¬ 
hensive,  easily  navigated  format  that  it 
knew  would  become  the  latest  online 
viral  sensation.  Unlike  viral  gif  blogs  or 
YouTube  videos,  this  particular  Inter¬ 
net  tome  contained  the  home  addresses 


of  private  citizens  who  had  committed 
no  crime. 

The  ability  to  publish  personal  details 
about  law-abiding  citizens  carries 
great  responsibility,  whether  or  not  the 
Constitution  explicitly  says  so,  and  in 
this  instance  the  Journal  News  acted 
irresponsibly  and  betrayed  the  trust  of 
its  readership  at  a  time  when  readers 
truly  need  a  trusted  voice.  There  are  a 
number  of  ways  the -same  data  could 
have  been  presented  cumulatively, 
without  outing  individual  community 
members  in  their  own  home.  This 
approach  also  would  have  presented  a 
more  neutral,  unbiased  stance  on  the 
issue  of  gun  control.  As  it  stands,  there 
is  no  question  as  to  how  the  paper’s 
publisher  and  editors  feel  about  stricter 
gun  control  laws. 

And  the  paper’s  reaction  to  the  blow- 
back  hasn’t  exactly  earned  back  the 
public  trust.  When  a  conservative  blog¬ 
ger  posted  a  similar  map  containing 
the  home  addresses  of  all  Journal  News 
employees  (which  they  probably  should 
have  seen  coming),  the  paper  deployed 
armed  guards  to  protect  its  offices  and 
the  homes  of  its  senior  executives,  all 
the  while  dodging  questions  and  de¬ 
clining  to  comment  to  anyone  but  The 
New  York  Times. 

Given  the  current  national  sentiment 
over  gun  control  and  violence,  the  Jour¬ 
nal  News  should  have  found  a  more 
sensitive  way  to  share  this  data,  a  way 
that  showed  respect  for  all  members  of 
its  community  and  promoted  ideas  and 
discussion  on  both  sides  of  the  argu¬ 
ment.  This  is  one  situation  where  public 
data  should  not  necessarily  become 
widely  available  to  the  public.  —  KA 
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Illustration  by  Jared  Boggess 


Atlantic  City  never  stopped 
publishing 

I  am  disappointed  that  you’d  put  out 
an  article  like  this  (“Eye  of  the  Storm,” 
December  2012)  and  not  include  The 
Press  of  Atlantic  City,  covering  the  very 
area  where  the  eye  of  Superstorm  Sandy 
hit  landfall.  The  paper  never  stopped 
publishing  even  though  power  went  out, 
presses  went  down,  and  Internet  con¬ 
nections  were  spotty.  We  also  dropped 
our  paywall,  and  unique  visitors  soared 
to  well  over  a  million  daily.  Many  com¬ 
mented  that  we  were  their  lifeline  to 
home,  as  many  in  our  shore  communi¬ 
ties  were  evacuated.  For  the  record,  and 
in  contrast  to  rumors,  the  Atlantic  City 
and  Ocean  City  boardwalks  are  in  great 
shape,  were  not  destroyed,  and  AC  is 
very  much  open  for  business.  The  shore 
communities  of  Cape  May,  Ocean  City, 
the  Wildwoods,  and  the  shore  communi¬ 
ties  in  between  are  veiy  much  propping 
for  next  spring  and  summer  and  looking 
forward  to  welcoming  everyone  back 
post-Sandy.  C’mon  down!  The  price  is 
right! 

RHONA  BRONSON 

MARKETING  DIRECTOR,  THE  PRESS  OF 
ATLANTIC  CITY 

Micropayments  and 
other  models 

An  excellent  piece,  thank  you  Nu 
(“Building  the  Wall,”  December  2012).  I 
would  only  add  that  in  addition  to  soft  or 
hard  subscription  paywall  and  member¬ 
ship  models,  publishers  have  options 
such  as  on-demand  micropayments, 
donations  or  “nag-walls,”  opt-in  advertis¬ 
ing,  etc.  Often  these  alternative  models 


work  much  better  than  any  subscription 
plan  alone.  For  example,  by  adding  a 
micropayment  option,  a  publisher  can 
increase  its  outreach  to  the  level  of  8  to  9 
percent  of  its  base  (monthly  traftic)  and 
bring  about  three  times  more  revenue 
than  a  paywall  alone  would.  Adding  opt-in 
advertising,  where  users  have  a  choice  of 
clickmg  on  an  ad  or  survey,  and  thus  earn 
free  access,  can  convert  up  to  20  percent 
of  the  casual  users.  These  other  streams  of 
revenue  can  make  a  big  difference. 

GREG  GOLEBIEWSKI 

Submitted  on  editorandpublisker.com 

Windy  City  Times  does 
not  endorse 

I  could  not  agree  more  with  this  editorial 
(“Back  to  Basics,”  December  2012).  As 
publisher  of  Outlines  and  now  the  Windy 
City  Times,  I  stopped  having  endorse¬ 
ments  in  our  paper  more  than  20  years 
ago.  As  a  gay  newspaper  serving  Chicago, 

I  realized  our  community  needed  infor¬ 
mation,  not  someone  telling  them  what  to 
do.  So,  we  survey  the  candidates  on  a  wide 
range  of  issues  and  list  their  responses,  in 
addition  to  listing  the  endorsements  and 
ratings  of  a  wide  range  of  organizations. 
TRACY  BAIM 

PUBLISHER,  WINDY  CITY  TIMES 

The  Times  Newsweekiy/ 
Ridgewood  Times  does  not 
endorse 

The  Times  Newsweekly/ Ridgewood  Times 
is  a  weekly  newspaper  in  Queens  County, 
New  York  City.  We  were  established  in 
1908  and  are  proud  of  our  104  years  of 
continuous  printing  every  Thursday.  We 
strongly  feel  that  newspapers,  or  any 


media  for  that  matteri  should  not  be  in 
the  business  of  endorsing  any  candidate 
for  any  political  office  (“Back  to  Basics,” 
December  2012).  That  is  not  the  job  of  a 
newspaper.  Our  job  is  to  present  the  news 
and  let  the  reader  make  his  or  her  own 
decision.  We  cover  every  local  civic,  frater¬ 
nal,  and  religious  organization  on  a  regu¬ 
lar  basis,  and  when  politicians  show  up  at 
these  meetings,  we  cover  their  statements 
without  any  spin  whatsoever.  Shame  on 
anyone  in  the  media  who  thinks  they  can 
dictate  who  someone  should  vote  for. 
What  the  hell  are  they  teaching  in  journal¬ 
ism  schools  today  that  makes  journalists 
think  their  opinion  matters?  The  media  is 
a  messenger,  and  their  first  and  only  job 
is  to  get  it  right,  get  it  straight,  and  spell  it 
correctly. 

MAUREEN  WALTHERS 

PUBLISHER  AND  EDITOR,  THE  TIMES 
NEWSWEEKLY/RIDGEWOOD  TIMES 

Quality  vs.  quantity 

While  opinions  are  a  dime  a  dozen,  in¬ 
formed  opinions  are  not  (“Back  to  Basics,” 
December  2012).  Endorsements  of  local 
candidates  in  my  newspaper  are  greatly 
missed  by  readers,  myself  included.  They 
were  literally  one  of  two  places  where 
local  citizens  could  read  a  substantive 
review  written  by  someone  who  had 
actually  spent  time  with  the  candidate, 
pushed  them  for  more  than  a  sound  bite, 
and  researched  the  issues.  It’s  not  pop 
culture  (e.g.,  “5  reasons  why  I  think  you 
should  vote  for ...”).  To  me,  it  sounds  like 
premium  content  for  core  readers.  If  we 
intend  to  charge  for  content,  it  should  be 
worth  paying  for. 

CINDY  BUTNER 

Submitted  on  editorandpublisher.com 


Send  us  your  conunents  — 

kristina@editorandpublisher.com 

“Comments,”  Editor  &  Publisher, 
17782  Cowan,  Suite  C,  Irvine,  CA  92614. 
Please  include  your  name,  title,  city  arxl  state,  and  email 
address.  Letters  may  be  edited  for  all  the  usual  reasons. 
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>Look  Ahead 


Visual  L. 
Revolution 

Storytelling  comes  to 
life  with  Chute 

B)’  Nu  Yang 


the  most  powerful  system  for 
buildir)g  media-rich  apps  &  sites 


With  100  million 
users  on  the 
photo-sharing  app 
Instagram,  pub¬ 
lishers  are  turning  to  technol¬ 
ogy  companies  such  as  Chute 
(getchute.com)  to  help  integrate 
user-generated  content  on  their 
various  platforms. 

Based  in  San  Francisco,  Chute 
was  launched  in  early  2011  by  Gre¬ 
garious  Narain  and  Ranvir  Gujral. 

The  company  now  employs  18  staff 
members  with  a  mission  to  help  build 
and  power  the  best  media  apps  for 
publishers. 

Among  its  products  is  SlideChute, 
an  interactive  user-generated  service 
that  allows  publishers  to  add  photos 
to  their  websites.  Gujral  said  users 
can  log  in  and  drag-and-drop  photos 
to  the  publisher’s  page,  or  they  can 
import  photos  from  social  media  out¬ 
lets  such  as  Facebook  and  Instagram. 
Then,  publishers  can  display  those 
photos  using  Chute’s  infrastructure  in 
a  photostream,  just  by  adding  some 
basic  code  to  the  page.  Galleries  can 
be  customized  and  moderated.  When 
users  log  in,  publishers  are  also  able  to 
collect  data,  such  as  names  and  email 
addresses. 

Users  can  also  upload  photos  via  a 
hashtag  on  Twitter.  Gujral  said  NBC 
News  used  this  service  during  the 
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but  he  said  he  hopes  having  Knight’s 
endorsement  and  strong  brand  behind 
the  company  will  open  more  doors 
for  the  company  to  work  with  new 
publishers.  Gujral  said  the  funding 
will  be  used  for  product  development 
and  to  hire  more  staff  to  “beef  up  its 
infrastructure.” 

“Newsrooms  are  shrinking,”  he  said. 
“Part  of  what  we’re  doing  is  creating 
new  technology  with  storytelling  by  vi¬ 
sually  weaving  it  into  editorial.”  Gujral 
said,  eventually,  the  company  will  also 
provide  analytics  to  publishers. 

He  said  using  Chute  creates  an 
easier  workflow  for  publishers  and 
makes  it  more  comfortable  for  con¬ 
sumers,  although  he  admits,  “Rights 
will  be  an  issue,”  as  seen  recently  with 
Instagram’s  private  policy  debate. 

Nevertheless,  Gujral  said  user-gen¬ 
erated  content  and  citizen  journalism 
will  continue  to  be  on  the  rise.  “News 
gets  broken  on  Twitter ...  you’ll  find 
the  first  photo  taken  on  Instagram  be¬ 
fore  it  shows  up  on  (jetty  or  the  AP  ... 
They  say  a  picture  is  worth  a  thousand 
words.  Imagine  what  that  would  be 
like  with  a  thousand  pictures.”  ■ 


2012  London  Olympics  as  a  way  to 
share  photos  in  a  slideshow.  Chute 
also  created  electiongrams.com  for 
NBC  as  a  way  for  users  to  share  elec¬ 
tion  photos  from  Instagram  by  using  a 
designated  hashtag. 

(jujral  said  users  can  also  send 
photos  through  email  and  with  native 
integration  by  adding  an  app. 

Though  still  a  young  company, 

Chute  is  beginning  to  ramp  up,  with 
more  publishers  and  media  outlets 
learning  about  its  services  thanks  to 
old-fashioned  word  of  mouth.  In  addi¬ 
tion  to  NBC  News,  Chute  has  part¬ 
nered  with  The  Huffington  Post  and 
Conde  Nast. 

‘There  is  a  demand  for  this  kind 
of  content,”  Gujral  said.  “This  digital 
revolution  is  so  remarkable,  but  how  ‘ 
do  you  organize  it?  It’s  an  avalanche  of 
content.” 

Recently,  Chute  received  an  invest¬ 
ment  from  Knight  Foundation  via 
its  Knight  Enterprise  Fund,  a  new 
and  early-stage  for-profit  venture 
fund  dedicated  to  the  advancement 
of  media  innovation.  Gujral  said  he 
couldn’t  disclose  the  amount  received. 
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>  Offbeat 


♦  Paul  Satop'ek  tit  Ojiboufi 


Journalist  embarks  on  7-year  walk 


Journalists  sometimes  have  to  put  them¬ 
selves  in  other  peopie’s  shoes  to  get  their 
stories,  but  for  two-time  Pulitzer  Prize¬ 
winning  journalist  and  National  Geographic 
feiiow  Paui  Salopek,  he  wili  have  to  reiy  on  his  own 
two  feet. 

Last  month,  the  former  Chicago  Tribune  reporter  em¬ 
barked  on  a  solo  21,000-mile  walk  that  will  trace  the  path 
of  human  migration  from  Africa,  through  the  Middle  East 
and  Asia,  across  the  Bering  Sea  to  North  America,  and 
down  the  western  coast  of  the  Americas  to  the  tip  of  South 
America.  He  anticipates  the  journey  will  take  seven  years. 

The  project  —  called  Out  of  Eden  —  is  ftmded  by  the 
National  Geographic  Society,  and  the  John  S.  and  James 
L.  Knight  Foundation  will  support  Salopek’s  use  of  new 
storytelling  and  technology  approaches.  For  example,  a 
cartographic-based  laboratory  portion  of  the  website  will 
experiment  with  new  digital  mapping  tools  that  enhance 
long-form  online  journalism. 

Salopek  said  he  will  carry  as  little  as  possible  in  his  back¬ 
pack,  including  notebooks,  writing  utensils,  a  camera,  and 
a  laptop  to  file  online  written,  video,  and  audio  dispatches 
to  his  editors  back  home.  Though  he  won’t  be  using  Twitter 
or  Facebook  for  any  real-time  updates,  he  said  there  are 
social  media  feeds  on  both  outlets  that  will  keep  followers 
plugged  into  his  journey. 

After  working  many  years  as  a  foreign  correspondent, 
where  he  traveled  back  and  forth  from  country  to  country, 
Salopek  said  Out  of  Eden  gives  him  the  opportunity  to 
explore  what  he  calls  “slow  journalism.” 

In  an  industry  that  is  focused  on  digital  and  instant  news, 
Salopek  said  he  wants  to  create  meaningful  stories.  He 
said  the  common  news  story’s  structure  is  centered  on  how 
much  time  a  reader  stays  on  a  website,  where  a  reader  is 


engaged  “only  for  eight  seconds,  then 
they  click  away.”  Although  he  will  be 
using  new  technology  on  his  assign¬ 
ment,  he  said  the  project  will  “slow 
people  and  my  own  journalism  dowTi. 

“It  will  give  people  an  intellectual 
oasis,  where  they  can  step  out  of  the 
river  of  information  and  give  them 
an  island  of  contemplation,”  Salopek 

*  Writer  and  National 

«7  4.u  ..u  «  ij  u-  w  ”  Geographic  fellow  Paul 

With  the  world.as  his  palate,  Salopek  photographed 

Salopek  said  he  will  report  on  a  va-  at  National  Geographic 
riety  of  topics  from  environmental  headquarters, 
issues,  to  language  and  culture,  and 
science  and  human  adaptation.  Along  the  way,  he  will 
stay  with  a  network  of  colleagues  —  from  school  teach¬ 
ers  to  farmers  —  he  has  met  over  his  years  working  as  a 
correspondent. 

Salopek  said  he  expects  the  first  two  months  to  move 
at  a  quicker  pace,  because  he  will  be  filing  stories  weekly 
in  order  to  give  readers  “a  taste”  of  his  reporting.  Longer, 
more  in-depth  pieces  may  take  a  month  to  complete.  “It 
depends  on  the  human  typography;  that  will  vary,”  he 
said.  “And  there  will  be  periods  of  quiet.” 

Salopek  expects  to  face  a  few  challenges  on  the  road, 
and  he  isn’t  a  stranger  to  them.  While  on  assignment  in 
Sudan  in  2006,  he,  his  interpreter,  and  their  driver  were 
detained  for  more  than  a  month,  charged  with  espio¬ 
nage.  In  addition,  his  work  has  taken  him  to  the  Middle 
East,  Central  Asia,  and  Latin  America. 

“I  keep  reminding  myself  that  I’ve  been  doing  this  my 
entire  life,”  he  said.  “It’s  the  continuation  of  a  pre-exist¬ 
ing  condition.” 

For  more  information,  visit  outofedenwalk.com.  —  NY 
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Your  Social  Front  Page 

RebelMouse  organizes  social  networks  on  one  site 

Wouldn't  managing  your  paper's  social  media  content.  He  said  he  created  RebelMouse  not  just  for  social 
presence  be  easier  if  you  could  compile  your  curation,  but  also  as  a  content  management  system. 
Fpcdjook,  Twitter,  Instagram,  Pinterest,  and  lATith  the  increasingly  fragmented  state  of  social  media, 

Google+  accounts  on  one  website?  Thanks  to  RebelMouse  aggregates  selected  social  networks  all  on 
RebelMouse,  that's  now  possible.  one  social  homepage.  For  example,  The  Baltimore  Sun's 

Founded  by  former  Huffington  Post  chief 
technical  officer  Paul  Berry,  RebelMouse 
launched  in  beta  mode  last  June.  According  to 
Berry,  Reb^ouse  is  now  home  to  225,000 
sites  and  sees  about  1.2  million  unique  visitors 
a  month. 

Berry  said  the  idea  for  RebelMouse  origi¬ 
nated  when  he  saw  publishers  struggling  to 
find  a  publishing  solution  for  their  social  media 


page  (rebelmouse.com/baltimoresun)  is  filled 
with  updated  tweets,  photos,  and  breaking 
news  linking  to  its  Facebook  page  and  website. 
Time  maga2dne  recently  used  RebelMouse  to 
power  its  "Person  of  the  Year"  social  reactions 


RebelMouse 


{legal  briefs} 


Florida  Photojournalist  Acquitted 

As  reported  by  technology  news  and  information 
website  Ars  Technica,  a  jury  has  acquitted  Florida 
photojournalist  Carlos  Miller  of  disobeying  a  lawful 
police  order  to  clear  the  area  while  covering  the  Occupy 
Miami  movement  in  January  2012.  After  Miller’s  arrest, 
the  police  confiscated  his  camera  and  deleted  some  of 
his  footage,  including  video  documenting  his  encounter 
with  the  police.  Miller  was  able  to  recover  the  footage, 
which  helped  him  win  his  acquittal.  The  footage  showed 
there  were  other  journalists  nearby  when  he  was  ar¬ 
rested,  including  Miami  Herald  reporter  Glenn  Garvin, 
who  testified  in  court  that  he  saw  Miller  being  arrested, 
Miller  said  he  plans  to  file  a  lawsuit  against  the  Miami- 
Dade  Police  Department,  charging  the  deletion  of  his 
footage  violated  his  constitutional  rights. 

Connecticut  Post  Reporter  Sues 

Employer  for  Age  Discrimination 

Connecticut-based  news  website  the  Valley  Indepen¬ 
dent  Sentinel  has  reported  that  Connecticut  Post  re¬ 
porter  Anne  Amato  is  suing  her  employer,  alleging  age 
discrimination  and  seeking  compensatory  and  punitive 
damages  in  excess  of  $15,000.  According  to  the  lawsuit, 
Amato  was  put  on  a  "personal  improvement  plan"  in 
October  2011,  and  her  bosses  at  the  Post  were  gearing 
up  to  fire  her  by  Dec.  7, 2011.  The  64-year-old  reporter 


is  still  employed  at  the  paper  but  claims  the  Post's 
parent  company,  the  Hearst  Corp.,  has  a  pattern  of 
targeting  older  reporters.  In  addition  to  Amato,  the 
lawsuit  states  that  three  other  "highly  respected" 
Post  reporters  over  the  age  of  40  "were  given  threats 
of  termination"  by  the  newspaper.  Hearst's  law¬ 
yer  argued  the  case  should  be  dismissed,  because 
"(Amato)  has  not  alleged  any  actionable  adverse 
employment  action." 

Judge  Orders  Kansas  Newspaper  to 

Release  Online  Commenter’s  Identity 

According  to  the  Topeka  (Kan.)  Capital-Journal,  a 
judge  has  ordered  the  publication  to  release  the 
information  of  an  online  commenter  who  claimed  to 
be  a  juror  in  a  high-profile  murder  trial  on  the  paper’s 

website,  cjonline.com.  The  paper  will  have  to  release 
the  poster's  name,  address,  and  Internet  Protocol  ad¬ 
dress  to  the  district  attorney.  The  commenter  posted 
under  a  pseudonym,  and  according  to  court  docu¬ 
ments,  accessed  a  news  story  while  the  jurors  were 
deliberating  the  guilt  or  innocence  of  a  man  on  trial 
for  aggravated  robbery.  The  man  was  found  guilty  by 
jurors,  but  his  defense  attorney  filed  a  motion  seek¬ 
ing  a  new  trial,  saying  the  online  posting  by  the  juror 
qualifies  as  juror  misconduct  and  did  not  give  his 
client  a  right  to  a  fair  trial. 
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Your  Social  Front  Page  , 
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REBELMOUSE  IS  NOW  HOME  TO 


225,000  SITES  AND  SEES  ABOUT  L2 

MimON  UNIQUE  VISITORS  A  MONTR 


page,  pulling  together  live  reaction  from  all  of  its  social  net¬ 
works, 

The  RebelMouse  algorithm  grabs  designated  social  content 
and  becomes  the  front  page  for  any  blog.  The  page  is  updated 
automatically  in  real  time  with  each  new  post.  RebelMouse  can 
replace  a  blog,  or  it  can  be  embedded  with  a  WordPress  plugin. 
Berry  said  RebelMouse  will  always  respect  privacy  settings, 
and  users  can  choose  which  posts  go  public. 

Anyone  can  try  RebelMouse  for  free.  Individual  accounts 
linked  to  a  personal  domain  name  cost  $3  per  month,  while 
corporate  accounts  cost  $3  per  week. 

Berry  said  he  hopes  RebelMouse  will  solve  two  things  for 
publishers;  cost  savings  and  integrating  sponsored  content 
correctly.  He  anticipates  more  key  features,  such  as  group 
blogs  where  multiple  users  can  contribute  content. 

“Everyone  is  going  social,"  Berry  said.  "We're  empowering 
companies  with  the  next  generation  of  tools  to  move  forward." 

For  more  information,  visit  rebelmouse.com.  -  NY 


Investigation 
Prompts  Senator 
to  Return 
Questionable 
Donations 


Riverdale  Press  digs  dirt 
on  Klein  donors 

The  Riverdale  Press,  a 
weekly  newspaper  in 
the  Bronx,  N.Y.,  has 
discovered  that  Sen. 
Jeff  Klein  has  accepted 
more  than  $150,000  in  donations 
from  sources  with  felony  convic¬ 
tions  and  ties  to  organized  crime. 

While  there  is  no  evidence 
that  Klein  granted  any  favors  in 
exchange,  the  donations  helped 
hirn  amass  one  of  the  largest  war 
chests  in  the  U.S.  Senate,  accord¬ 
ing  to  campaign  filings,  court  fil¬ 
ings,  and  news  stories  examined 
in  the  Press  investigation. 

Now  that  the  investigation’s 
findings  have  been  published,  a 
Klein  spokesman  has  said  the 
senator  will  give  up  the  dona¬ 
tions,  and  instead  direct  those 
donors  to  contribute  their  funds 
to  local  Bronx  charities. 


SAY 

WHAT? 

New  Vocabulary  for 
the  Modern  Era 


Shoulder  Surfer 


(n);  a  person  who 
watches  another 
person  do  something 


•  I  1  (such  as  use  a  com- 

“Brightly  lit,  responsive  screens  are  certainly  pleas-  ^ 

ing  to  use,  but  they  also  make  it  easier  for  ‘shouider  puter  or  ATM,  or  fill 
surfers’  to  spy  your  secret  pass  codes.”  out  a  form)  in  order 

-  Duncan  Graham-Rowe,  New  Scientist,  Jan.  14, 2010  to  obtain  private 

information. 
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From  the  Archive 


Tornoe’s  Corner 
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*  Members  of  the  Detroit  Neitrs-Wilkins  Arctic  Expedition  pose  for  a  group  photo  in  * 
front  of  their  biplane  at  Point  Barrow,  Alaska.  Explorer  George  Wilkins  (third  from 
right)  partnered  with  the  Detroit  News  in  an  attempt  to  complete  the  first  transarctic 
flight.  Detroit  News  correspondent  A.M.  Smith  (far  right)  transmitted  stories  to  the 
newsroom.  The  mission  was  cut  short  when  a  blizzard  forced  the  piane  to  make  an 
emergency  landing  on  the  ice  pack  of  the  Polar  Sea.  The  group  trekked  70  miles 
across  the  ice  to  the  safety  of  an  Eskimo  village,  a  journey  that  took  three  weeks  and 
caused  many  at  home  to  presume  them  dead.  This  photo  originally  appeared  in  the 
April  16, 1927  edition  of  E&P. 


Longtime  Herald- 
Examiner  Building 
Manager  Retires 


Even  though  the  Los 

Angeles  Herald-Exam¬ 
iner  published  its  final 
edition  in  1989,  employee 
Charles  Lutz  kept  coming 
to  work.  After  39  years,  he 
finally  retired  last  month. 

Lutz  told  the  Los  Angeles 
Downtown  News  he  started 
working  at  the  paper  in  the 
1970s,  driving  trucks  and 
delivering  newspapers. 

He  moved  through  several 
departments  throughout 
his  time  there  until  he 
became  manager  of  the 
100,000-square-foot  build¬ 
ing.  As  manager.  Lutz  said 
he  mostly  resolved  mainte¬ 
nance  issues  and  took  care  of 
the  building  for  film  shoots. 

The  68-year-old  Lutz  plans 
to  move  to  Nevada  with  his 
brother  and  train  horses.  He 
will  be  replaced  by  an¬ 
other  employee  from  parent 
company  Hearst  Corp.  who 
has  no  ties  to  the  Herald- 
Examiner. 
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For  Newspaper  Lovers 


The  News  Tribune  redesigns  with  print 
audience  in  mind 

hile  most  newspapers  are  shifting  their 
design  attention  to  websites  and  digitai 
appiications,  The  News  Tribune  mTacomdi, 
Wash.,  is  doing  the  opposite. 

The  daily  publication  launched  its  new  design  last  November, 
^ecutive  editor  Karen  Peterson  announced  the  new  look  in 
an  article  a  few  days  before  the  launch.  “We’re  going  to  design 
a  newspaper  for  newspaper  readers.  Hard-core  newspaper 
readers.  Readers  who  crave  the  feel  of  newsprint  in  their  hands. 
Readers  who  aren’t  ashamed  to  say  they  prefer  their  news  the 
old-fashioned  way  —  on  paper.” 

Assistant  managing  editor  of  visuals  David  Montesino  led  the 
redesign,  with  three  other  staff  members  helping  with  certain 
parts  of  the  project.  Montesino  said  the  process  started  last 
May,  although  the  idea  originated  at  the  beginning  of  last  year. 

The  News  Tribune  had  previously  redesigned  the  paper 
three  years  ago,  but  Montesino  said  that  this  latest  design  is 
set  apart,  because  everything  was  done  with  the  print  lover 
in  mind.  —  NY 


*  Before  >  After 


oiute  Automation 


With  TabellaNews  we've  put  our  workflow  automation  experience  to  work  to  bring  you  a  system 
that  automatically  gathers  your  existing  content,  formats  it  for  multiple  devices,  lets  you  ediL 


ipdate  and  publish  -  all  while  maintaining  the  look  and  feel  of  your  brand.  Best  of  ail,  you  canj 
lo  all  of  the  above  with  minimal  investment. 


•  Increased  Ad  Revenue 


ibie  Connectivity 
It  5  Technology 
..  Reader  Experience 


•  Cost  Effective 

•  Proven  Reliability 

•  Expert  Services 


imkGE 

;©^plex  Publishing  Simple 

'%veiops  innovative  browser-based  automated  prepress  and  editorial 
ink  optimization,  color  management,  press  registration,  and 
solutions  that  help  publishers  and  printers  reduce  their  costs. 


New  Prolmage  America, ! 
Rick  Shafranek,  VP  Sales 
Tel:  919-303-5637 
Email:  sales@>new 

www.new-proln_. . 


TabellaNews 

Bringing  the  news  to  mobile  devices  is  no  longer  an  option, 
it's  a  necessity.  Prolmage's  cloud-based  solution  lets  you 
publish  your  content  automatically  on  a  wide  variety  of  tablets 
and  smart  phones,  providing  additional  revenue  opportunities. 


Through  Our  Innovative  Educational  Sessions  and  Exciting  Trade  Show 
Floor,  America  East  Provides  the  Answers  and  Ideas  You  Need  to 
Drive  Your  Newspaper  Business  in  the  Right  Direction! 

Join  us  April  8-10, 2013  at  the  premiere  conference  for  the  news  media  industry 
and  its  suppliers.  Whether  you're  looking  for  revenue-generating  opportunities, 
mobile  &  digital  strategies,  sustainability  programs  or  improved  efficiencies, 
we  have  the  programming  for  you!  Experience  the  full  spectrum  in  201 3! 

Visit  www.amerka-eastxom  for  more  information  or  call  (71 7)  703-3070. 


Technology  and  Operations  Conference 


^  c\x\<^  Convention  Center,  Hersk 
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Media’s  Fuel  Station 

ClickFuel  dashboard  provides  marketing 
results  for  publishers 

Founded  in  2008,  ClickFuel  delivers  online  marketing 
ser.iccs  directly  to  publishers  through  a  marketing 
dashboard  called  the  Fuel  Station.  According  to  Click- 
Fuel,  the  solution  is  designed  to  be  white-labeled  and 
can  be  delivered  to  clients’  advertisers  separately  or  as  part 
of  a  comprehensive  service  offering. 

Chief  executive  officer  and  former  president  of  Monster.com  Steve 
Pogorzelski  said  what  makes  his  company  stand  out  is  the  transparency 
of  its  products.  Each  dashboard  is  customized,  combining  data  across 
all  marketing  channels. 

For  the  advertiser,  the  dashboard  provides  summaries  highlighting 
best-performing  lead  sources,  tracks  campaigns,  and  manages  links. 

A  sales  representative  can  use  the  dashboard  to  see  client  results, 
optimize  analysis  of  customer  data  for  recommendations,  and  present 
clients  with  reports  detailing  trends,  clicks,  and  impressions. 

According  to  Pogorzelski,  at  the  end  of  2012,  there  were  250,000 
active  dashboards  in  the  marketplace,  including  publishing  groups  E.W. 
Scripps  Co.  and  Gatehouse  Media  Inc. 

User  engagement  has  been  strong,  and  Pogorzelski  said  users  log  in 
at  least  1.2  times  per  week  with  each  session  lasting  15  minutes.  Last 
year,  ClickFuel  saw  a  25  percent  increase  in  the  number  of  products 


^CUaCFUEL 


being  tracked. 

From  a  sales  perspective,  the  dashboard  makes  a  great  marketing 
tool  that  can  help  sales  teams  predict  certain  data  numbers.  "At  the 
back  end,  account  managers  can  look  at  performance  and  provide  bet¬ 
ter  solutions,”  Pogorzelski  said. 

A  30-minute  demonstration  shows  publishers  a  list  of  integrations* 
and  how  they  can  save  on  time  and  costs.  Pogorzelski  said  turnover  is 
usually  six  to  12  weeks,  depending  on  what  the  customer  needs,  and 
pricing  varies  by  the  number  of  dashboards  needed. 

Pogorzelski  said  there  is  no  software  to  install.  Instead,  the  system  is 
built  in  a  modular  fashion  based  on  what  visuals  the  publisher  wants  to 
view.  Advertisers  and  sales  representatives  can  log  in  from  any  desktop, 
and  mobile  will  be  available  later  this  year. 

ClickFuel’s  corporate  offices  are  located  in  Burlington,  Mass.  For  more 
information,  visit  clickfuel.com.  —NY 


YOUR  IDEA 

OUR  PROGRAM 

WANTED 

Thinkers.  Doers,  Creators, 
Entrepren^rs,  Intrapreneurs 

APPLY  NOW 

MA  in  Media 
Entrepreneurship 

20-month  weekend  program  for 
working  professionals.  No  GRE 
reguired  for  admission. 

american.edu/soc/MAME 


^Better 

r*  Newspaper  Contest 


BetterBNC,*"  with  its  new  Contestant  Mauiager** 
feature,  gives  publishers  and  editors  full  control 
and  greater  flexibility  when  submitting  news, 
editorial,  photography  and  design  contest  entries. 


(-y'  Instantly  grant/remove  access 
i5a  to  multiple  staff  members 

Manage  all  entries 

B"  Intuitive  &  Easy  to  Use 


School  of  Communication 

AMERICA')  UNrV'ERSlTY  •  VK\SHINGTON,  dC 


WWW. Better  BNC  .com 


editorandpublisher.com 


FEBRUARY  2013  |  EftP  |  15 


[photo  of  the  month] 


►  IVrn  l*it‘rsi)n  '/'lie  Tress  Tiiicrprise  ' 

*  Hi  :  ‘  /  * 

A  Los  Angeles  fire  department  truck  makes  its  way  through  burnt 

vn^lley  brush  during  the  meu-e  than  3,000-acre  Buck  Fire  in  Riverside 
County,  Calif.,  on  Aug.  15,  2012.  Mo^than  400  firefighters  were  callei^ 
in  from  around  the  state  to  help  bajple  the  blaze  in  the  rocky  foothills  *  > 
•  •  of  the  San  Jacinto  Mountains.  One  resident  and  two  firefighters  were 
injiir 


injured  the  first  day  of  the  fire.  ^ 


Send  us  your  photos!  E&P  welcomes  reader 
submissions  for  our  Photo  of  the  Month. 
nu.yang{a)editorandpublisher.com. 


fcritical  thinking 

J-school  students  and  industry  vets 
tackle  the  tough  questions 


Gianna  Cruet,  21, 

Senior,  University  of  Nevada,  Reno 

Cruet  is  a  journalism  major 
and  current  opinion  editor  of 
student  newspaperlihe  Nevada 
Sagebrush.  She  studied  abroad 
in  San  Sebastian,  Spain,  in  2011 
and  interned  as  a  news  reporter 
for  the  Reno  Gazette-Jouma]  last 
summer.. 


In  light  of  the  spate  of  mass 
media  organizations  should 
accused  killer  in  an  effort  to 


The  United  States 
faces  several  dilem¬ 
mas  in  its  efforts 
to  halt  the  growing  number 
of  deadly  shootings.  Is  it  our 
treatment  of  mentally  ill  peo¬ 
ple  that  contributes  to  these 
disasters?  Are  gun  laws  strict 
enough,  or  should  guns  be 
e^ier  to  obtain  so  that  victims 
in  these  situations  can  defend 
themselves?  All  are  pertinent 
questions,  and  all  are  difficult 
to  answer. 

The  question  of  whether  the 
media  should  or  should  not 
publish  essential  information 
about  killers,  however,  should 

not  be  a  debate.  I  understand  why  people  may  think  it 
is.  People  who,  like  Adam  Lanza,  are  on  the  precipice  of 
insanity,  may  decide  that  similar  actions  would  get  them 
attention.  Maybe  ensuring  that  Lanza  doesn’t  get  any  cov¬ 
erage  in  the  press  would  discourage  potential  killers. 

But  that  solution  is  too  simple,  and  its  consequences  are 
problematic.  Not  only  do  people  need  information,  but 
they  need  to  know  the  “why.”  When  news  of  the  shooting 
broke,  I  sat  at  my  laptop  refreshing  CNN.com  every  cou¬ 
ple  of  minutes.  All  the  while  I  was  wondering  why  anyone 
would  walk  into  an  elementary  school  and  kill  children. 

If  the  media  didn’t  publish  Lanza’s  name  or  photo,  they 
couldn’t  publish  information  about  him  either,  but  people 
would  still  figure  out  who  he  was.  I  believe  the  families 
and  loved  ones  of  the  victims  would  need  to  know  the 
identity  of  the  killer.  That  helps  them  move  past  their 
grief  and,  maybe,  they  can  try  to  understand  why  he  did 
what  he  did.  Maybe  they  never  would.  Either  way,  Lanza 
existing  as  a  John  Doe  with  no  photo  to  his  name  would 
make  that  impossible. 

The  recent  shootings  are  not  flukes,  and  something 
needs  to  be  done  about  them.  Restricting  the  media  will 
not  do  that  job. 


►  If  you  have  a  question  you  would  like  to 
see  addressed,  please  send  it  to 
nu.yang(|Deditorandpublisher.com. 


shootings  in  America,  do  you  think 
withhold  the  name  and  photo  of  the 
curb  future  violence? 

For  the  sake  of  public 
interest  —  the  “greater 
*  good”  —  or  rather  to 
satisfy  the  public’s  interest? 

While  the  verbiage  might  be 
similar,  the  context  is  anything  but. 

The  combination  of  a  voyeuristic 
society  and  the  fight  for  television 
ratings,  single-copy  sales,  and  pa- 
geviews  is  undoubtedly  a  danger¬ 
ous  proposition. 

The  possibility  of  further  mass 
violence  is  always  present,  and  me¬ 
dia  outlets  must  be  cognizant  that 
showcasing  the  suspect  once  and 
again  has  an  impact  (Counterpoint: 

A  recent  Associated  Press  report 
quotes  experts  as  saying,  “There  is 
no  pattern,  there  is  no  increase,”  in 
mass  shootings). 

As  part  of  the  Pew  Research  Cen¬ 
ter’s  Project  for  Excellence  in  Jour¬ 
nalism,  a  “national  conversation”  took  place  over  the  principles 
that  underlie  journalism.  PEJ  leaders  Tom  Rosenstiel  and  Bill 
Kovach  developed  “The  Elements  of  Journalism”  as  a  result, 
and  among  those  elements  are  a  commitment  to  truth,  loyalfy 
to  citizens,  coverage  that’s  comprehensive  and  proportional,  the 
exercise  of  personal  conscience,  and  a  discipline  of  verification. 

It’s  easy  to  highlight  scenarios  where  outlets  have  failed  in 
practicing  one  or  more  of  these  elements.  Every  organiza¬ 
tion  is  unique  and  must  pass  its  own  independent  litmus  test 
to  determine  if  its  methods  are  prudent.  Local  newspapers 
covering  Newtown,  Aurora,  or  Northwest  Tucson  likely  owe  it 
to  their  constituents  —  those  directly  connected  to  the  event 
itself  —  to  display  the  entire  story,  uncomfortable  as  it  may  be. 
Still,  ratings  be  damned,  a  national  television  network  has  a  less 
compelling  argument  to  run  a  headshot  for  hours  straight. 

In  any  case,  a  simple  “yes”  or  “no”  isn’t  enough,  and  that’s  a 
good  thing.  Thought  and  continued  conversation  are  impera¬ 
tive  to  champion  worthwhile  answers.  No,  media  outlets  should 
not  completely  withhold  the  name  and  photo  of  the  accused, 
but,  yes  (unequivocally),  coverage  must  be  presented  with  re¬ 
straint  and  respect  —  something  seemingly  missing  of  late.  ■ 


Brett  Fera,  30, 

Managing  editor.  East  Valley 
(Tempe,  Ariz.)  Tribune 

Fera  returned  to  the  Tribune 
(where  his  career  began)  in  2011 
as  Web  editor  and  became  man¬ 
aging  editor  in  January  2013.  He 
has  a  bachelor’s  degree  in  journal¬ 
ism  and  communication,  and 
an  MBA  from  the  University  of 
Arizona.  He  is  a  faculty  associate 
with  Arizona  State  University’s 
Walter  Cronkite  School  of  Jour¬ 
nalism  and  Communication. 
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Photos  courtesy  of  the  New  Orleans  Convention  &  Visitors  Bureau 


WWW.MEGA-CONFERENCE.COM  SeSSlOH  highlights: 


The  2013  Key  Executives  Mega-Conference  brings  together 

the  best  thought  leaders  tackling  the  hottest  trends  in  the  industry 
today  for  increasing  revenue,  audience  and  engagement.  This  jam- 
packed  program— developed  jointly  by  the  Inland  Press  Association, 
Local  Media  Association  and  the  Southern  Newspaper  Publishers 
Association— takes  on  the  challenges  of  mobile,  doubling  the  profit 
of  legacy  TMC  products,  exploring  new  print  formats  and  how 
specifically  to  start  a  digital  services  agency,  and  much  more. 


Hotel  Accommodations: 

The  Roosevelt  New  Orleans,  123  Baronne  Street,  New  Orleans,  LA  70112 

Conveniently  located  in  the  Central  Business  District  just  off  Canal  Street  and 
one  block  from  the  world-famous  French  Quarter.  It  is  IS  miles  (about  20 
minutes)  from  Louis  Armstrong  New  Orleans  International  Airport. 

•  Room  rates  in  the  Mega-Conference  block  are  $199  and  $209 
•  Reservation  deadline;  Jan.  26, 2013 


•  LEARN  why  TMC  programs 
struggle  and  the  specific  ways  to 
supercharge  their  profitability 

•  HEAR  from  someone  who’s 
actually  making  money 
from  content  delivered  on 
smartphones  and  tablets 

•  MEET  the  newspapers  that 
are  growing  revenue  and 
customer  base  by  offering 
digital  agency  services 

•  DISCOVER  what  the  most 
innovative  top  executives  are 
implementing  at  their 
newspapers  with  a  star- 
studded  panel  including 
publishers  James  Moroney  of 
The  Dallas  Morning  News 
and  Mike  Klingensmith  of  the 
Minneapolis  Star  Tribune. 

•  FOCUS  on  the  topics  most 
crucial  to  small  dailies  and 
weeklies  at  a  roundtable 
discussion  and  idea  exchange 


data  page 


-THE  BESTo 
(AND  WORST) 

of  Mobile  Connectivity 

Based  on  a  nationwide  survey  of  2,254  adults  ages  18  and  older 


29% 

of  cellphone  owners 
describe  their  phone  | 
as  “something  B 
they  can’t  imagine  Jr 
living  without.” 


What  do  you  like  most  about  owning 

a  cellphone? 


17%  It’s  convenient 


The  ability  to  call  or 
others  at 

any  time 

^  ^  ^  It  can  help  get 
HyV  assistance  in  an 
emergency 


9% 


Enjoy  using  the  Internet, 
email,  or  apps 


The  ability  to  connect 
^  with  family 


67% 


of  cellphone  owners  find 
themselves  checking  their 
phone  for  messages, 
alerts,  or  calls  ~  even 
when  they  don’t  notice 
their  phone  ringing 
or  vibrating. 


What  you  like  least  about  owning 

a  cellphone? 


Being  constantly 
available  and  able  to 
be  reached  at  any  time 


24% 


The  cost  of  cell  ownership 


15% 


Problems  with  bad  reception, 
poor  signal,  or  dropped  calls 


12% 


Problems  with  battery  life 

Interruptions  from  telemarketers 
and  other  unwanted  callers 


Source:  Pew  Research  Cen  ter 
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>  Top  10  Newspapers  Online  Worldwide 

tf 

Ranked  by  unique  visitors 


The  Daily  Mail  (U.K.)  50,067,000 

The  New  York  Times  Co.  (U.S.)  48,695,000 
The  Guardian  (U.K.)  38,931,000 

Tribune  Newspapers  (U.S.)  35,862,000 

People’s  Daily  (China)  33,026,000 


Source:  comScorey  October  2012 

>  Telegraph  Media  Group  (U.K.)  30,083,000 
I  Xinhua  News  Agency  (China)  29,987,000 
The  Washington  Post  Co.  (U.S.)  26,007,000 
Hearst  Newspapers  (U.S.)  24,174,000 

Advance  Digital  (U.S.)  22,340,000 


Which  of  the  following  things  do  you  do  regularly  (at  least  once  a 


ur  mobile  phone? 

2011 

(sample:  1,107) 

2012 

(sample:  758) 

Access  content/information 

93% 

93% 

Access  the  Internet 

67% 

59% 

Check  email 

■  65% 

58% 

Use  a  social  network 

50% 

48% 

Listen  to  music 

50% 

46% 

Play  games 

45% 

43% 

Download  and  use  apps 

43% 

39% 

Make  purchases 

18% 

14% 

Read  a  book 

N/A 

14% 

Source:  Ordirie  Publishers  Association,  “Portrait  of  Today's  Smartphone  User,” August  2012 
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The  Real  Problem 
with  Print 

Why  digital  natives  hate  newspapers 

By  Alan  D.  Mutter 


Several  years  ago,  The  Washington  Post 
convened  a  series  of  focus  groups  to 
learn  why  most  people  younger  than  45 
did  not  subscribe  to  the  newspaper  —  a 
problem  persisting  to  this  day  throughout  the 
overwhelmingly  print-centric  industry. 

It’s  not  that  people  didn’t  like  the  Post,  reported  the 
American  Journalism  Review  in  a  2005  article  describing 
the  research  project.  The  problem  was  that  the  respon¬ 
dents  —  many  of  whom  happily  consumed  news  on 
digital  devices  —  drew  the  line  at  piles  of  old  newspapers 
cluttering  up  their  lives.  According  to  a  Post  executive 
quoted  by  the  A//?,  more  than  one  respondent  declared: 

“I  don’t  want  that  hulking  thing  in  my  house.” 

Although  the  50  percent-plus  drop  in  advertising  sales 
since  2005  has  involuntarily  slimmed  down  the  Post 
and  most  other  newspapers,  the  print  product  remains 
broadly  unappealing  to  people  younger  than  45. 

If  publishers  intend  to  make  good  on  their  long-stated 
pledge  to  pivot  from  print  to  digital  products,  it  is  im¬ 
portant  for  them  to  understand  the  profound  difference 
between  the  consumers  they  have  and  the  consumers  they 
wish  they  had.  That’s  what  we’ll  do  in  a  moment.  First,  a 
few  facts: 

•  Print  newspaper  readership  ranged  from  16  per¬ 
cent  of  40-somethings  to  only  6  percent  of  those 
in  their  20s,  according  to  a  survey  last  year  by  the 


Pew  Research  Center.  In  contrast,  Pew  found  that 
30  percent  of  Americans  ages  50  to  64  and  48 
percent  of  those  older  than  65  had  read  a  newspa¬ 
per  the  previous  day. 

•  The  repudiation  of  the  print  delivery  system  by 
young  people  is  probably  the  single  greatest  fac¬ 
tor  in  the  sharp  decline  Pew  detected  in  newspa¬ 
per  readership  in  the  last  decade.  Pew  found  that 
only  29  percent  of  the  American  population  read 
a  newspaper  in  2012,  compared  with  56  percent 
in  1991  —  the  first  time  researchers  asked  the 
question. 

•  When  I  compared  newspaper  readership  against 


THERE'S  NEW  THINKING  IN  DISTRIBUTION. 

AND  NOT  A  MOMENT  TOO  SOON. 

At  a  time  of  unprecedented  change,  major  publishers  are  relying  on  PCF  for  delivery  ’ 
services.  Why?  Because  we  operate  365  days  a  year,  ensuring  early  morning, 
same-day  delivery.  Because  we're  obsessed  with  distribution  efficiency. 

And  because  we  enable  you  to  focus  on  what  you  do  best:  creating 
a  print  publication  worth  delivering. 


PCF 


It's  time  for  new  thinking. 


www.pcfcorp.com .. 


“Although  the  50  percent-plus  drop  in  advertising  sales  since 
2005  has  involuntarily  slimmed  down  the  Post  and  most  other 
newspapers,  the  print  product  remains  broadly  unappealing  to 
people  younger  than  45.”  - 


r 


the  age  distribution  of  the  gen-  i 
erai  U.S.  popuiation,  I  found  that  ' 
approximateiy  three-quarters 
of  the  audience  at  the  typical  i 
newspaper  is  45  years  of  age  or 
older,  even  though  individuals 
in  this  cohort  represent  only  40 
percent  of  the  entire  popula¬ 
tion.  Attesting  to  the  rapid  shift 
in  news  consumption  patterns, 
only  half  of  newspaper  readers  | 
were  older  than  45  when  I  ran 
the  same  numbers  in  2010. 

i 

•  The  mature  skew  of  the  news¬ 
paper  audience  is  a  clear  and  | 
present  danger  to  publishers,  ! 

because  the  sale  of  print  adver-  ; 
tising  and  subscriptions  gener-  I 
ates  80  to  90  percent  of  the  rev-  , 
enue  at  a  typical  newspaper.  The  ' 
industry’s  dependence  on  print  j 
is  a  particular  problem,  because  ’ 
geezers  are  not  only  undesirable  ; 
to  many  advertisers  but  also  | 

can’t  be  expected  to  live  forever. 

In  light  of  the  above,  any  serious 
effort  on  the  part  of  publishers  to 
migrate  to  digital  publishing  requires 
an  understanding  of  digital  natives, 
the  Generation  Xers  and  Milleni- 
als  who  grew  up  in  front  of  all  kinds 
of  screens:  televisions,  computers, 
Xboxes,  iPods,  Razrs,  and,  today. 


Androids  and  tablets. 

Unfortunately,  the  digital  strategy 
undertaken  to  date  by  most  publish¬ 
ers  is  to  port  their  newspaper-style 
content  to  the  Web  and  then  repur¬ 
pose  the  material  for  mobile  devices. 
The  warmed-over  digital  fare  offered 
by  the  typical  newspaper  falls  well 
short  of  the  expectations  of  two  whole 
generations  of  consumers  who  are 
not  only  empowered  by  technology 
but  also  damn  well  sure  of  how  to  get 
what  they  want. 

Further,  the  defining  characteristic 
of  these  digital  generations  is  that 
they  will  make  their  own  media  any 
time  they  don’t  like  what  they  are 
getting.  This  explains  the  explosive 
growth  of  Facebook,  YouTube,  Twit¬ 
ter,  and  a  host  of  other  user-generat¬ 
ed  media. 

As  the  Washington  Post  discovered 
years  ago  in  its  research,  one  of  the 
main  reasons  digital  natives  don’t 
read  newspapers  is  that  they  travel 
light:  favoring  renting  over  owning, 
flexibility  over  commitment,  and 
convenience  over  cost. 

The  distinct  mindset  of  the  digital 
native  was  captured  in  a  recent  pre¬ 
sentation  by  Mary  Meeker,  a  partner 
at  Kleiner  Perkins  Caufield  &  Byers, 
one  of  the  top  venture-capital  firms  in 
Silicon  Valley. 

Dubbing  digital  natives  the  “asset- 
light”  generations.  Meeker  notes 


!  that  young  people  don’t  want  to  own 
:  CDs,  haul  around  books,  buy  cars, 
carry  cash,  do  their  own  chores,  or  be 
committed  to  a  full-time  job.  Instead, 

'  they  use  their  smartphones  to  buy, 

;  borrow,  or  steal  media;  rent  shared 
cars  at  home  and  book  shared  rooms 
'  when  they  travel;  hire  people  to  buy 
,  groceries  or  cut  the  grass;  and  use 
'  apps  from  Starbucks  and  Target  to 
'  pay  for  lattes  and  redeem  coupons. 

!  Many  of  the  digital  natives  even  pre- 
I  fer  short-term  gigs  that  allow  them  to 
arrange  their  work  around  their  life, 

:  rather  than  arrange  their  life  around 
■  their  work. 

Meeker  believes  the  digital  genera- 
‘  tions  will  change  everything  from  the 
:  travel  and  credit  card  industries  to 
;  the  way  health  care  and  education  are 
consumed. 

The  newspaper  industry  already  has 
j  been  profoundly  disrupted.  The  only 
I  remaining  question  is  what  publish- 
i  ers  will  do  about  it.  ■ 


Alan  D.  Mutter  is  a 
former  newspaper 
editor  who  became  a 
Silicon  Valley  CEO 
and  today  serves 
as  a  technology 
consultant  to  media 
companies.  He  blogs  at  Reflections  of  a 
Newsosaur  (newsosaur.blogspot.com). 
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>  Images  from  the  first 
issue  of  Symbolia. 


digital  publishing 


HOW  WE  SURVIVE 


Visual 

Storytelling 


Thanks  to  online  tools,  comics  do  much  more  than  entertain 


By  Rob  Tornoe  j 

Susie  Cagle,  a  reporter  for  environmental  news  website  grist.org,  spent  j 
three  days  putting  hundreds  of  miles  on  her  car  to  report  on  Califor-  j 

nia’s  Salton  Sea,  a  once-popular  recreational  destination  that  has  trans-  j 

formed  into  an  environmentally  devastated  wasteland  of  massive  fish  j 

and  bird  die-offs.  | 

Cagle  is  a  journalist,  but  instead  of  writing  a  5,000-word  “There’s  an  immersive  element  to  comics  that  makes  it  I 

piece,  she  leaned  on  her  cartoonist  skills  to  tell  the  stoiy  us-  easy  for  a  reader  to  identify  with  the  subject  at  hand,”  said 

ing  a  blossoming  medium  known  as  comics  journalism.  Her  Erin  Polgreen,  founding  editor  and  publisher  of  Symbolia. 
i  story  was  one  of  a  handful  of  initial  offerings  available  in  the  “When  you  simplify  an  image  and  render  it  to  its  essentials, 

I  first  issue  of  Symbolia,  a  new  iPad  magazine  taking  a  unique  you  make  it  a  lot  easier  for  people  to  draw  parallels  to  their 

approach  to  journalism  —  telling  stories  exclusively  through  own  lives  and  experiences.” 

the  use  of  sequential  art.  Comics  journalism  is  nothing  new.  Comics  book  art- 


Are  you  looking  to  monetize 
your  digital  content? 

''  The  effect  of  launching  the  Varnish 
Paywall  surpassed  all  our 
expectations  and  we  quickly  saw 
a  great  return  on  investment,  u 

1 

The  Varnish  Paywall  from  Varnish  software  is  a  fast  and  flexible 
paywall  solution  that  allows  you  to  monetize  your  digital  content 
while  ensuring  blazing  fast  content  delivery  to  your 
subscriber  community. 

Christian  Stavik, 

Editor  in-Chief  of  the  online  edition  of 
Norwegian  newspaper  FVN. 

•  ® 

V.;rnish  Sc'ftware  has  a  large  client  base  within  international  media  ranging 

r'rorr-i  the  Globe  and  Mail  iCanadai  and  The  Hindu  dndia)  to  Scandinavian  newspapers 

such  as  Verdens  Gang  and  Aftonposten. 

VARNISH 

M.iket.  Wcarr.itiv.  1  ly 

www.varnish-software'|:om 

ists  such  as  Joe  Sacco,  Ted  Rail,  Joe 
Kubert,  and*  others  have  been  telling 
nonfiction  stories  using  sequential  art 
for  years. 

But  with  the  saturation  of  online  news, 
and  editors’  growing  interest  in  both 
user  experience  and  attracting  younger 
audiences,  comics  journalism  has 
slowly  been  making  its  way  to  tradi¬ 
tional  news  outlets  and  is  currently 
enjoying  a  renaissance  in  both  creative 
energy  and  popularity.  Symbolia  has 
embraced  the  Web  from  the  start,  pub¬ 
lishing  stories  that  mix  audio,  visual, 
and  interactive  elements  to  create  a 
unique  form  of  storytelling. 

Polgreen,  whose  previous  experience 
was  helping  companies  develop  new 
content  strategies,  got  her  “I  could  do 
this”  moment  as  she  read  an  issue  of 
Wonder  Woman  on  her  first  iPad.  So 
with  a  $20,000  grant  from  the  Inter¬ 
national  Women’s  Media  Fund,  and 
$14,000  from  Chicago-based  Robert 


McCormick  Foundation  and  J-Lab, 
she  debuted  Symbolia  at  last  year’s 
SXSW  Interactive. 

Symbolia  is  currently  available  on 
the  iPad  and  in  PDF,  and  Polgreen 
plans  to  publish  six  issues  per  year  for 
$2.99  per  issue,  or  $11.99  for  an  an¬ 
nual  subscription.  Polgreen  estimates 
that  Symbolia  will  need  3,000  paid 
subscribers  to  sustain  the  magazine 
and  pay  contributors  and  fact  check¬ 
ers.  A  little  over  a  month  after  launch¬ 
ing,  the  magazine  is  closing  in  on  500 
subscribers. 

“We’re  almost  a  third  of  the  way  to 
our  six-month  goal,”  Polgreen  said.  “I’d 
love  to  be  at  1,500  subscribers  in  six 
months,  but  we’re  doing  great.” 

Symbolia’s  conversion  rate  of  secur¬ 
ing  subscribers  has  been  impressive. 
The  first  issue  is  free,  and  based  on  that 
issue  users  can  decide  to  subscribe  for 
the  year.  According  to  Polgreen,  digital 
news  sites  consider  a  5  percent  conver¬ 


sion  rate  to  be  a  good  mark  of  success. 
Symbolia’s  conversion  rate  is  at  12.7 
percent  on  the  iPad,  and  she  hopes  to 
continue  this  success  when  she  rolls 
out  versions  for  Android  and  Kindle. 

In  addition  to  subscription  revenue, 
Polgreen  expects  to  offer  advertising 
and  sponsorship  options  as  Symbo¬ 
lia’s  readership  grows.  Drawing  on 
her  background  as  a  consultant,  she’s 
also  looking  at  Symbolia  as  a  means  of 
proving  unique  content  services  that 
other  media  organizations  can  utilize, 
especially  those  that  may  be  interested 
in  doing  comics  journalism  on  their 
own  site. 

The  economics  of  comics  journal¬ 
ism  can  be  difficult  for  publishers 
—  producing  high-quality  illustrated 
stories  can  not  only  be  expensive,  it 
adds  a  new  wrinkle  in  the  editorial 
flow,  where  fast  deadlines  and  quick 
turnaround  times  are  already  standard 
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Grist  executive  editor  Scott  Rosen¬ 
berg  sidestepped  the  cost  issue  and 
made  waves  by  simply  putting  Susie 
Cagle  on  staff  as  someone  who  pos¬ 
sesses  the  skills  of  both  a  reporter  and 
a  cartoonist,  something  other  organi- 
zatiohs  have  been  reluctant  to  do. 

“Susie’s  combination  of  classic  jour¬ 
nalism  chops  with  the  unorthodox  ap¬ 
proach  of  drawing  stuff  suits  us  beau¬ 
tifully,”  said  Rosenberg,  who  thinks 
Cagle’s  unique  journalism  tool  chest 
lets  the  stoiy  dictate  the  method  and 
treatment.  Grist’s  integrated  design 
and  software  development  team  have 
also  worked  to  solve  any  problems  that 
may  arise  from  mixing  text-and-image 
work  into  the  confines  of  the  content 
management  system. 

“Because  of  the  nature  of  newsroom 
workflow,  and  the  way  most  journal¬ 
ists  are  locked  into  being  ‘just  a  writer’ 
or  ‘just  an  artist,’  too  often  editors  have 
to  decide  ahead  of  time  how  to  handle 
a  story  —  which  toolset  to  apply,” 
Rosenberg  said.  “Susie  can  be  much 
more  flexible  and  responsive  to  the 
story  itself.  That’s  a  great  advantage.” 

Cagle  said  the  biggest  hits  among 
readers  have  been  explainer  info¬ 
graphics,  in  which  she  uses  her  car¬ 
toon  style  to  break  down  complex  is¬ 
sues  into  a  visually  appealing  narrative 
that’s  not  intimidating  to  digest.  In 
the  case  of  a  story  she  wrote  about  the 
medical  marijuana  industry,  telling 
the  story  in  sequential  art  allowed  her 
access  to  what  a  “traditional”  reporter 
may  not  have  been  afforded. 

“I  was  able  to  interview  a  grower 
who  did  not  want  to  reveal  his  iden¬ 
tity.  Not  only  was  I  able  to  depict  him 
as  a  real  person  speaking  to  me,  but 
the  medium  actually  made  him  more 
comfortable,”  Cagle  said.  “There’s  a 
humanity  to  illustration  that  other 
types  of  documentation  don’t  neces¬ 
sarily  have  in  the  same  way.” 

Another  website  taking  advantage 
of  the  graphic  possibilities  a  cartoon¬ 
ist  has  to  offer  is  Newsworks.org,  the 
online  home  of  Philadelphia  NPR- 
affiliate  WHYY  (Full  disclosure:  I  am 
a  WHYY  contributor).  In  April  2012, 


NEW  SECTIONS 


Chris  Satullo,  executive  director  of 
news  and  civic  dialogue  at  WHYY, 
stole  Pulitzer  prize-wining  cartoonist 
Tony  Auth  (syndicated  by  Universal 
Uclick)  from  his  longtime  honie  at  The 
Philadelphia  Inquirer  and  gave  him 
the  job  as  WHYY’s  first  digital  artist  in 
residence. 

The  position,  according  to  Satullo,  is 
intended  to  allow  the  popular  cartoon¬ 
ist  to  experiment  with  new  forms  of  vi¬ 
sual  storytelling,  such  as  the  animated 
drawings  that  Auth  makes  on  his  iPad 
that  materialize  before  the  readers’ 
eyes,  along  with  audio  commentary 
that  helps  flesh  out  the  story. 

“The  Web  is  a  visual  medium,  and 
in  a  social  media  universe,  people  are 
constantly  forwarding  things  they 
want  to  share,”  Satullo  said.  “Cartoons 
and  visual  ideas  seem  to  be  more 
intrinsically  sharable  than  simple  writ¬ 
ten  pieces.” 

The  Web  offers  a  lot  of  freedom  to 
experiment  with  this  form  of  journal¬ 
ism,  and  it  doesn’t  require  a  great 
leap  of  technology  to  handle  images 
and  audio.  Satullo  said  he  sees  a  lot 
of  promise  in  the  unique  abilities  that 
Auth  can  bring  to  a  story,  and  the 
most  exciting  aspect  is  in  not  knowing 
where  it  will  end  up. 

“The  coolest  idea  for  how  to  deploy 
his  talent  and  craft  probably  hasn’t 
dawned  on  us  yet,”  Satullo  said.  ■ 
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Roh  Tomoe  is  a  cartoonist  and 
columnist  for  Editor  &  Publisher 
and  can  be  reached  at 
robtomoe@gmail.com. 
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Working  together 

Before  the  Mega-Conference  was  created  four  years  ago,  the  Inland  Press  Association,  Local  Media 
Association  (formerly  known  as  the  Suburban  Newspapers  of  America  until  2012),  and  Southern. 
Newspaper  Publishers  Association  each  held  its  own  separate  spring  conference. 

SNPA  executive  director  Edward  VanHom  said  each  conference  attracted  roughly  the  same  audience 
members,  and  putting  the  three  associations  together  for  one  conference  created  “great  synergy.” 
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By  Nu  Yang 


This  year’s  Key  Executives  Mega-Conference  promises 
to  explore  the  latest  industry  trends  that  will  increase 
revenue  and  audience,  and  deliver  solid  results.  Set  in 
New  Orleans  from  Feb.  17-20,  and  organized  by  the 
Inland  Press  Association,  Local  Media  Association,  and  South¬ 
ern  Newspaper  Publishers  Association,  the  conference  is  ex¬ 
pected  to  host  500  key  newspaper  executives  and  more  than  50 
exhibitors. 


2013  MEGA- 


CONFERENCE 


Inland  Press  executive  director  Tom 
Slaughter  said  there  was  also  some 
crossover  with  the  exhibitors  that 

attended  the  conferences.  By  combin¬ 
ing  them  into  one  Mega-Conference, 
Slaughter  said  it  enabled  all  three 
organizations  and  exhibitors  to  come 
together. 

The  first  Mega-Conference  was 
hosted  just  by  the  LMN  and  SNPA  in 
Orlando,  Fla.  Inland  Press  joined  the 

following  year  for  the  Mega-Confer- 
ence  in  St.  Petersburg,  Fla.,  and  last 
year’s  conference  took  place  in  San 
Antonio. 

Slaughter  said  this  year’s  agenda  in 
New  Orleans  addresses  the  unique 
challenges  of  an  industry  that  is  “mi¬ 
grating  from  print  to  digital.” 

“The  print  side  of  the  business  still 
produces  a  large  share  of  profit,”  he 
said.  “We  tried  to  find  topics  that  are 
useful  and  important  for  print  goals 
but  also  speak  to  the  digital  side.” 

,  LMN  president  Nancy  Lane  said, 
“We’re  trying  to  help  an  industry  that 
is  massively  transforming.  Our  focus 
is  on  digital,  but  we’re  not  forgetting 
print.  We’re  also  addressing  new  and 
emerging  trends,  successful  case  stud¬ 
ies,  and  the  emerging  digital  business 
model,  which  is  our  biggest  opportu¬ 
nity  area  in  2013.” 

Van  Horn  explained  that  each  as¬ 
sociation  had  three  appointed  repre¬ 
sentatives  who,  along  with  key  staff 
members,  met  over  phone  calls  during 
the  summer  to  pitch  workshop  and 
speaker  ideas. 

“The  topics  come  from  \vithin  the 
industry  and  from  our  members,”  said 
Inland  Press  director  of  programming 
and  membership  Patty  Slusher. 

The  conference  begins  with  a  bonus 
session  on  Sunday,  Feb.  17.  “Launch¬ 
ing  Digital  Agency  Services:  What  it 
can  do  for  you  —  and  your  customers” 
will  offer  advice  from  industry  experts 
from  large  to  small  media  companies 
that  have  experience  in  providing 
digital  products  within  their  markets. 
The  session  will  also  offer  the  most 
effective  methods  of  putting  digital 
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>  Roger  Lee  from  TownNews  talks  with  Tim  Prince,  publisher  and  president  of  The  Shelby 

County  Reporter  in  Columbiana,  Ala.,  during  the  2012  Mega-Conference  welcome  reception. 


solutions  in  place. 

“It’s  a  high-level,  hands-on  three-hour 
session  for  executives  to  talk  about 
what  is  happening  in  this  space  and  to 
showcase  a  different  model,”  Lane  said. 

Each  association  is  also  excited 
about  the  Mega-Conference  Execu¬ 
tive  Roundtable  on  Tuesday,  Feb.  19. 
Speaking  will  be  Michael  Klingen- 
smith,  publisher  and  chief  executive 
officer  of  the  Minneapolis  Star  Tribune 
Media  Co.;  Larry  Kramer,  president 
and  publisher  of  USA  Today,  Terry 
Kroeger,  publisher  of  the  Omaha 
World-Herald  and  president  of  the  BH 
Media  Group;  and  Jim  Moroney,  pub¬ 
lisher  and  CEO  of  The  Dallas  Morning 
News. 

“Each  publisher  will  bring  their  dif¬ 
ferent  perspectives  and  particular  view¬ 
points  to  the  table,”  Slaughter  said. 

Scheduled  on  Tuesday  is  “On  the 
Front  End  of  Media  Change  in  the 
Entrepreneurial  City  of  New  Orleans” 
with  NOLA  Media  Group  president 
Ricky  Mathews  and  New  Orleans 
Times-Picayune  editor  and  vice- 
president  of  content  Jim  Amoss.  The 
two  will  discuss  the  company’s  digital 
efforts,  in  particular  transitioning  from 
a  daily  printed  newspaper  to  a  schedule 
that  prints  only  three  times  a  week. 

“I’m  excited  about  the  NOLA  discus¬ 
sion,”  VanHorn  said.  “It’s  something 
the  industry  is  watching  with  great 
wonder.” 

Slusher  said  that,  with  a  conference 
this  big,  each  organization  has  its  own 
niche  to  serve.  “From  large  newspapers 
to  weekly  newspapers,  there  is  diversity 


in  our  programming.  Our  focus  is  on 
print  and  digital  plus  innovation.  Two 
years  ago,  you  would  not  have  seen  this 
kind  of  program.” 

“I’m  looking  forward  to  helping  the 
industry,”  Lane  said.  “I  want  (publish¬ 
ers)  to  walk  away  with  the  right  tools 
and  ideas  to  grow  their  business.” 

Partners 

Slusher  said  when  the  Inland  Press, 
LMN,  and  SNPA  come  together  as  one 
to  host  the  Mega-Conference,  it  sends 
a  subtle  message  to  their  members  to 
work  together.  The  same  collaboration 
can  be  seen  with  the  exhibitors  that 
attend  the  conference. 

‘The  vendors  love  (the  conference),” 
Lane  said.  “A  lot  of  them  used  to  have 
to  pick  and  choose  which  conference 
to  attend.  Now,  one  trip  equals  more 
exposure  ...  the  high-level  decision 
makers  are  here.  They’re  the  ones  who 
sign  the  checks.  Most  of  them  publish 
medium-size  papers,  so  they’re  able  to 
move  and  make  decisions  quicker.” 

New  to  this  year’s  agenda  is  an  hour- 
long  Buzz  Session  on  Monday,  Feb. 

18.  During  this  time,  industry  research 
and  development  partners  will  show¬ 
case  how  their  products  and  services 
are  being  used  by  newspapers  to  grow 
revenue  and  improve  operations.  Ac¬ 
cording  to  Slusher,  12  exhibitors  are 
scheduled  to  present  their  services  and 
case  studies.  Each  exhibitor  is  given 
four  minutes  to  speak. 

“It’s  an  opportunity  for  vendors  to 
highlight  revenue-generating  ideas 
that  were  a  direct  result  of  using  their 
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products,”  she  said. 

“What  better  way  for  newspapers  to  turn  to  these  part¬ 
ners,”  Lane  said.  “The  exhibit  hall  can  be  overwhelming 
to  some ...  and  with  publishers  strapped  for  time,  this  will 
identify  which  company  will  help  their  business  grow  the 
most.”  ’  • 

Both  LMN  and  SNPA  have  done  Buzz  Sessions  at  their 
own  association  meetings  and  saw  plenty  of  interest  from 
their  publishers. 

Content  That  Works  chief  evangelistic  officer  Paul  Camp 
has  attended  the  Mega-Conference  since  it  originated.  The 
Chicago-based  company  provides  editorial  products  for 
about  1,300  clients  in  newspapers,  television,  and  radio. 

Camp  said  having  all  three  organizations  come  together  at 
once  is  a  “huge  cost  benefit.” 

“I  don’t  have  to  send  three  people  to  three  different  cities,” 
he  said.  “It  could  cost  me  $1,500  or  more  depending  on  the 
city.” 

Camp  said  while  other  conferences  and  trade  shows  have 
scaled  down,  the  Mega-Conference  has  grown  and  contin¬ 
ues  to  help  vendors  sell  products.  “(They)  involve  the  ven¬ 
dors  in  the  planning  of  the  event.  We’re  not  being  ignored. 


»  Anders  Christiansen,  chief  executive  officer  of  SAXOTECH,  and  Kirk 
Davis,  president  and  chief  operating  officer  of  GateHouse  Media,  Inc., 
talk  during  the  2012  Mega-Conference. 


We’re  welcomed  under  the  tent,  you  can  say.  We’re 
embraced,  not  separated  from  the  others.” 

This  is  the  first  year  Content  That  Works  has  signed  on 
as  a  sponsor.  Camp  said  it’s  because  the  company  will 
be  introducing  a  new  product  at  the  conference,  but  also 
because  he  wanted  to  “reward  the  three  organizations  for 
their  efforts.” 

SAXOTECH,  based  in  Tampa,  Fla.,  provides  integrated 
media  solutions  for  more  than  1,000  news  organizations 
around  the  world.  Vice  president  of  business  relations 
John  Pukas  has  attended  every  Mega-Conference,  and  he 
plans  to  be  in  New  Orleans  this  year. 
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He  said  what  makes  the  Mega-Conference  stand  out  is 
how  the  exhibitors  are  not  treated  as  a  second  thought. 
“We’re  partners  in  the  same  industry ...  I  really  feel  strongly 
Mega-Conference  is  emerging  as  the  event  to  attend ...  it’s 
grown  in  popularity ...  and  they  reach  out  to  the  vendors.  At 
Mega-Conference,  there  is  no  wall.” 

SAXOTECH  will  return  this  year  as  the  Tuesday  evening 
special  event  sponsor  with  a  Mardi  Gras  theme  party.  Pukas 
said  the  event  is  meant  to  be  a  fun,  social  way  for  attendees 
to  interact. 

Online  and  mobile  solutions  provider  Adpay,  based  in 
Englewood,  Colo.,  has  attended  each  year  to  meet  with 
these  industry  decision-makers.  Executive  vice  president 
of  sales  Deb  Dreyfiiss-Tuchman  said  at  the  Mega-Con¬ 
ference,  attendees  make  an  effort  to  “truly  come  into  the 
exhibit  hall.” 

Adpay  is  also  a  sponsor  this  year.  “For  Adpay,  the  Mega- 


¥  The  Southern  Uthoplate  team  meets  with  conference  attendees 
during  the  2012  Mega-Conference. 

Conference  has  really  evolved  into  our  premier  conference 
event  of  the  year.  Because  of  the  great  program,  decision 
makers  come  to  this  conference  looking  for  actionable 
ideas,”  Dreyfiiss-Tuchman  said.  “The  organizations  hosting 
are  very  conscious  of  supporting  the  exhibitors.  Therefore, 
they  do  an  excellent  job  of  directing  traffic  to  the  exhibit 
hall.  As  a  result,  we  are  able  to  meet  with  many  current  and 
prospective  partners.  This  helps  us  to  generate  an  extremely 
measurable  return  on'  our  participation  investment.” 

Each  exhibitor  echoed  the  same  sentiment:  They  learn 
from  the  conference  as  much  as  the  newspaper  attendees. 

“It’s  a  great  way  to  see  trends  by  talking  to  publishers  and 
attending  sessions,”  Dreyfiiss-Tuchman  said.  “For  example, 
we  have  learned  about  augmented  reality  and  video  files 
and  how  to  distribute  them  on  mobile  platforms  ...  the  idea 
to  create  these  solutions  came  from  conferences.” 

Camp  said  not  only  does  he  learn  from  the  programming, 
but  he  also  learns  good  lessons  on  the  exhibit  floor.  “It’s  a 
collaborative  environment.” 

“(Mega-Conference)  gives  us  a  good  perspective  on  what 
is  of  interest  in  the  industry  we  serve,”  Pukas  said.  “It  truly 
helps  shape  us.  As  much  as  we  go  there  to  inform,  we  are 
also  there  to  learn.” 

For  more  information  and  a  complete  schedule  of  events, 
visit  mega-conference.com.  ■ 
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'AS  ONLINE  CONTENT 
EVOLVES,  NEWSPAPERS 
ENLIST  NEW  TOOLS  TO 
STAND  OUT 


By  Gretchen  A.  Peck 


With  SO 
much 
attention 
being  given  to  the 
“paid  vs.  free”  content 
debate,  one  important 
factor  is  often  lost  in 


all  the  noise:  Neither 


advertisers  nor  read¬ 


ers  will  be  inclined  to 


Search  engine  optimization  —  the 
process  of  using  relevant  ke>’words, 
links,  headlines,  and  metadata  to 
boost  your  site’s  likelihood  of  being 
found  in  a  Google  search  —  re¬ 
mains  a  top  priority  for  publishers 
seeking  to  distribute  content  on¬ 
line.  But  as  search  engine  algo¬ 
rithms  are  constantly  changing, 
your  website’s  SEO  strategy  must 
also  continuously  evolve  to  meet 
the  new  demands  and  expectations 
that  come  up  daily. 

Diane  Thieke,  president  of  Simply 
Talk  Media  (simplytalkmedia. 
com),  has  been  on  the  front  lines  of 
publishing’s  digital-media  odys¬ 
sey.  She  began  her  career  in  the 
mid-1980s  with  Dow  Jones  &  Co., 
and  had  the  responsibility  then  of 
putting  The  Wall  Street  JoumaT s 
content  online.  Later,  she  edited 
the  Dow’s  first  online  service  — 
now  known  as  Factiva  —  and 
launched  its  first  online  commu¬ 
nity  initiatives. 

Today,  Thieke  serves  as  presi¬ 
dent  of  the  company  she  founded. 
Simply  Talk  Media  —  a  New 
Jersey-based  public  relations  and 
marketing  firm  that  leverages 
both  traditional  and  social  media 
channels  for  its  clients,  repre¬ 
senting  startups,  nonprofits,  and 
corporations. 
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pay  to  support  your 
product  if  they  can’t 
find  it  online. 
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“A  printed 
newspaper  Is 
like  a  snap¬ 
shot  of  the 
news,  while 
a  website  is 
more  like  a  5 

■i 

never-ending 
movie;  it’s  | 
alive”  f 


*  Brandon  Mitchener, 
Dirxion 


off  traffic.” 

Define  Media  Group  (definemg.com) 
is  a  consultancy  that  specializes  in 
audience  development,  search  engine 
optimization,  investment  advisory 
services,  and  social  media.  Prior  to 
founding  Define  Media,  Simmonds 
acted  as  chief  search  strategist  for 
The  New  York  Times  Co.’s  About.com 
property.  Simmonds  has  also  worked 
as  a  consultant  with  The  Boston  Globe, 
Gannett,  USA  Today,  Hearst  Digital 
Publications,  Time  Inc.,  and  others. 

Despite  that  lack  of  a  “secret  recipe,” 
Simmonds  said  there  are  some  general 
questions  that  all  publishers  should 
consider. 

“How  will  you  build  your  site  map? 
How  will  you  build  into  the  content- 
creation  process  the  necessary  fields 
for  SEO?  The  necessary  fields  for  shar¬ 
ing?  How  will  you  manage  image  tag¬ 
ging?  WJiat  about  video?”  Simmonds  • 
asked.  “All  of  these  elements  that  the 
engines  are  really  paying  attention  to, 
how  do  you  make  sure  that  you  quickly 
—  as  quickly  as  Google  releases  new 
tools  and  functionality  —  integrate 
those  into  your  content  management 
system?” 


Newspapers  may  have  stumbled  in 
the  fledgling  days  of  publishing  on 
the  Web,  but  they  were  not  a  unique 
case,  according  to  Thieke.  “It’s  pretty 
much  the  way  it  went  for  every  busi¬ 
ness.  If  you  remember  back  to  the 
early  days  of  the  Web,  businesses  just 
took  their  brochur^es  and  put  them 
online,  exactly  as  they  were.  There 
was  no  such  thing  as  writing  copy  for 
the  Web,”  she  said.  “Big  brands  were 
basically  taking  offline  marketing 
copy  and  putting  it  online. 

“And  that’s  tme  for  newspapers,” 
she  continued.  “Early  on,  I  think  we  all 
thought  that  online  would  be  a  supple¬ 
ment  to  printed  editions.  And  that’s 
the  same  way  that  brands  thought 
about  it.  Brands  thought  about  online 
as  supplemental  to  their  other  mar¬ 
keting  efforts.  Back  in  the  mid-90s, 

I  don’t  think  anyone  thought  that, 
in  such  a  quick  time,  this  would  all 
become  the  preferred  way  for  people 
to  communicate  with  businesses,  and 
to  get  information.” 

Newspapers’  early  ventures  on  the 
Web  did  get  off  to  “kind  of  a  bad  start,” 
said  Brandon  Mitchener,  director  of 
newspaper  sales  and  business  develop¬ 
ment  at  Dirxion  (dirxion.com).  The 
Fenton,  Mo.-based  developer  produces 
digital  publishing  software,  including 
a  solution  that  enables  publishers  to 
create  digital  editions. 

“The  Internet  offers  different  inter¬ 
activity,  different  ways  to  serve  the 
news,”  Mitchener  said.  “A  printed 
newspaper  is  like  a  snapshot  of  the 
news,  while  a  website  is  more  like  a 
never-ending  movie;  it’s  alive.” 

In  the  timeline  of  contemporary  pub¬ 
lishing,  the  newspaper  industry’s  chart 
through  digital  territories  is  short,  but 
a  lot  has  been  learned  about  the  new 
platform  in  that  short  span  of  time. 

Marshall  Simmonds,  founder  and 
chief  executive  officer  of  Define  Media 
Group,  Inc.,  said  that  while  there  are 
a  few  tried-and-true  strategies  for 
website  development,  there  remains 
no  secret  recipe  for  “blowing  the  doors 


Getting  noticed 

“Looking  at  the  issue  from  the  per¬ 
spective  of  Google  and  SEO,  I  think 
most  newspapers  have  done  a  good  job 
at  quantity  and  freshness,”  said  Jason 
McDonald,  senior  SEO  director  at  JM 
Internet  Group  (jm-seo.org),  which 
provides  online  courses  and  training 
materials  to  publishers  and  business- 
people  interested  in  developing  their 
SEO  marketing  strategy. 

But  simply  flooding  Web  pages  with 
content  isn’t  enough  to  ensure  search 
engine  attention. 

“Newspapers  —  and  especially  their 
writers  —  could  do  a  much  better  job 
at  defining  the  types  of  keywords  that 
people  search,  and  including  those 
search  terms  strategically  in  their 
articles  and  blog  content,”  McDonald 
said. 
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►  Diane  Thieke, 
Simply  Talk  Media 


“Regular 
evaluation 
of  what’s 
working, 
and  what’s 
not,  is  a 
staple 
activity  for 
marketing 
pros,  and 
journalists 
should  do 
It,  too” 


Define  Media’s  Simmonds  con¬ 
curred.  “You  can  have  the  best  article 
in  the  world,  and  if  it’s  not  optimized, 
it’s  like  yelling  into  the  wind,”  he  said. 

As  an  example  of  the  evolving  chal¬ 
lenges  in  the  race  for  search  engine 
attention,  Simmonds  points  to  sites 
that  leverage  Microsoft’s  Ajax  feature. 

“Ajax  is  like  Google  Maps  fi-om  the 
user’s  perspective.  So  they  can  grab  a 
map  and  move  it  around  without  the 
page  having  to  reload,”  he  said.  “The 
problem  with  Ajax  is  that  the  engines 
can’t  index  it,  because  the  content  is 
there  but  it’s  not  really  there.  It’s  built 
on  the  fly,  just  like  the  map  is  ...  It’s 
veiy  efficient;  it’s  fast.  It  has  a  good 
user  experience,  but  it  has  terrible 
SEO  implications.” 

Fortunately,  the  very  nature  of  news¬ 
paper  publishing  gives  publishers  an 
SEO  advantage. 

“I  think  that  newspapers  have  an 
inherent  advantage  at  SEO,  because 
they  are  constantly  creating  new 
pages  on  their  websites,”  Dindon’s 
Mitchener  said.  “A  typical  daily  news¬ 
paper  probably  creates  30  to  40  new 
pages  every  day,  especially  if  they’re 
publishing  wire  content  under  their 
URLs.  That  obviously  enhances  their 
SEO  performance.” 

Of  course,  creating  lots  of  content  is 
only  the  beginning  of  an  effective  SEO 
strategy. 

“Become  data-driven,  and  look  at 
trends,”  Thieke  advised.  “Regular 
evaluation  of  what’s  working,  and 
what’s  not,  is  a  staple  activity  for 
marketing  pros,  and  journalists 
should  do  it,  too.  Also,  PR  pros  have 
long  hooked  into  big  news  stories  as  a 
way  to  get  coverage  for  their  organiza¬ 
tion.  Newspapers  can  do  that,  as  well, 
to  drive  traffic  by  looking  at  crowd- 
sourced  data  fi-om  social  networks 
and  Web  analytics.  Resources  like 
Google  Trends  and  Twitter  trending 
topics  can  be  useful  for  identifying 
phrases  and  hashtags  that  people  are 
using  to  share  stories.  Incorporate 
these  into  the  distribution  of  your 
content.” 


Vigorously  viral 

It’s  not  just  about  eyeballs  anymore; 
Web  initiatives  must  also  consider 
how  best  to  give  content  legs.  It  needs 
to  be  easy  to  share,  and  share-worthy. 
It  needs  to  be  compelling  and  pro¬ 
vocative  to  rise  above  the  noise. 

YouTube’s  trends  manager  Kevin 
Allocca  offers  the  perfect  perspective 
to  determine  just  what  makes  content 
share-worthy. 

In  his  TED  talk,  “Why  videos  go 
viral”  (tinyurl.com/6sybk2u),  Allocca 
began  by  offering  a  reality  check 
about  the  challenges  of  new  media: 
On  YouTube  alone,  48  hours  worth 
of  video  is  uploaded  every  minute. 
Only  a  very  small  percentage  of  those 
videos  will  ever  go  viral. 

So  what  are  the  ingredients  for  a 
viral  video?  Allocca  cited  three:  taste- 
makers,  communities  of  participation, 
and  unexpectedness. 

“In  a  world  where  over  two  days  of 
video  gets  uploaded  every  minute, 
only  that  which  is  truly  unique  can 
stand  out,”  Allocca  said.  “We  don’t 
just  enjoy  now;  we  participate.”  • 

Tastemakers,  according  to  Al- 
.locca,  are  those  who  introduce  us  to 
something  new.  They  help  publish¬ 
ers  of  content  —  in  this  case,  videos 
—  create  a  broader  audience.  As  the 
audience  grows,  a  community  forms, 
and  as  the  community  participates  — 
either  by  sharing  the  content  or  doing 
something  new  with  the  content  —  it 
elevates  it  to  cultural-phenomenon 
status. 

Because  readers  desire  this  ac¬ 
tive  role  in  digital  publishing  —  as 
partners,  really,  when  it  relates  to 
sharing  —  publishers  must  be  keen 
about  creating  content  that  is  “ready 
to  travel.” 

“(When  sharing,)  people  want  to  be 
able  to  add  their  own  commentary,” 
Thieke  said.  “That’s  another  behav¬ 
ioral  aspect  of  social  media,  which  I 
think  journalists  and  marketers  alike 
have  to  take  into  consideration.  How 
is  somebody  going  to  behave  with 
this  content?  What  will  they  want  to 
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do  with  it?  If  they  want  to  share  it, 
theyll  likely  want  to  add  their  own 
commentaiy  to  it.  If  they’re  going  to 
Tweet  it,  they’re  bound  by  so  many 
characters,  so  you’d  want  to  have  a 
headline  that’s  short,  punchy,  and 
leaves  them  some  room  to  add  their 
own  commentary.” 

Structure  and  design 

what  newspapers  and  their  advertis¬ 
ers  covet  online  is  no  different  than 
what  they’ve  always  sought  to  earn 
with  their  print  properties;  loyal 
followers.  How  does  that  happen 
online?  What  keeps  readers  coming 
back? 

David  Rodecker,  founder  and  chief 
technology  officer  of  Relevant  Ads, 
Inc.,  suggested  that  newspaper 
publishers  concentrate  on  developing 
their  brand  identities  and  leveraging 
their  greatest  assets,  which  of  course 
-  are  their  writers,  editors,  and  creative 
professionals.  Relevant  Ads  is  the 
Costa  Mesa,  Calif.-based  developer  of 
the  Local  Splash  product  line  of  tools 
and  services  for  search-driven  online 
advertising  and  marketing. 

Rodecker  said  a  website’s  very  de¬ 
sign  should  facilitate  the  relationship 
between  readers  and  their  favorite 
writers,  contributors,  cartoonists,  and 
columnists. 

“People  are  looking  to  follow ... 
brands  and  individuals,  and  when  you 
couple  those  together,  it  represents 
the  best  of  opportunities,”  he  said. 

Headlines  matter  as  another  criti¬ 
cal  element,  but  there  are  differing 
schools  of  thought  about  the  best 
model. 

“They  need  a  headline  that’s  service¬ 
able  to  search  engines,”  Dirxion’s 
Mitchener  said.  “The  title  needs  to 
be  SEO  friendly.  It  doesn’t  have  to  be 
clever.  Instead,  the  headline  should 
be  straightforward  and  include  a  lot 
of  projjer  nouns.” 

Nouns  in  headlines  may  facilitate 
SEO,  but  Simply  Talk  Media’s  Thieke 
argued  that  “clever”  does  matter. 


Headlines  that  challenge  convention¬ 
al  thinking  have  a  far  better  record  of 
going  viral  than  the  more  traditional 
who-what-when-where-why-how 
model,  she  said. 

“Raise  the  percentage  of  visual  con¬ 
tent.  On  the  Web,  newspapers  are  no 
longer  confined  to  text  and  images, 
and  ...  readers  are  very  much  visually 
oriented,”  Thieke  said.  “In  Facebook’s 
EdgeRank  algorithm,  which  deter¬ 
mines  what  shows  up  in  each  indi¬ 
vidual’s  newsfeed,  both  images  and 
video  are  weighted  more  heavily  than 
text  status  updates.  Articles  can  be 
augmented  with  maps,  video,  audio, 
j  slideshows,  diagrams,  and  more.” 

;  Simply  put:  If  you  don’t  already  have 
i  multimedia  capabilities,  make  this 
I  your  top  priority. 

“I  would  hope  that  most  newspapers 
i  have  some  level  of  multimedia  staff  • 
!  by  now,  because  you  should  be  able  to 
i  serve  video  and  audio  stories,”  Dirx- 
i  ion’s  Mitchener  said. 

I  On  deck 

!  In  many  ways,  Web  publishing  is 

•  fluid  and  unpredictable.  A  blend  of 
i  strategies  that  works  well  to  drive 

I  traffic  to  large  enterprise-level  pub- 
i  lishers  won’t  necessarily  work  for 
I  small  community  papers. 

To  complicate  matters,  life  doesn’t 
i  stand  still  on  the  Web.  Technolo- 
I  gies,  trends,  and  user  expectations 
!  are  all  constantly  evolving.  Though 

*  it  may  be  difficult  to  see  one’s  own 
hand  for  the  fog,  there  may  be  a  few 
indicators  about  what  Web  publish¬ 
ing  may  be  like  in  the  coming  years. 

“I  have  a  very  strong  belief  that  the 
future  of  journalism  may  not  be  a 
question  of  whether  the  advertis¬ 
ing-supported  or  the  subscription 
model  is  better.  I  think  it’s  going  to 
be  all  about  syndicating  content  to 
brands,  and  this  ties  into  search- 
engine  optimization,”  Thieke  said, 
citing  Pepsi’s  PULSE  Web  venture 
as  an  example. 

“What  they’re  doing  is  licensing 
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“You  can  have  the 
best  article  in  the 
world,  and  if  it’s  not 
optimized,  it’s  like 
yelling  into  the  wind 


*  Mashall  Simmonds, 
Define  Media  Group 


“SEO  presents 
media  with  a  true 
opportunity  to  learn 
what  so"fts  of  articles 
people  like” 


>  Jason  McDonald, 
JM  Internet  Group 
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entertainment  content  to  appear  on 
the  site  ...  If,  for  example,  someone 
searches  for  ‘Beyonce,’  they  may  get 
a  link  to  the  PULSE  page,  which 
has  information  about  her  concerts. 
So  the  person  gets  information 
about  Beyonce  but  is  also  messaged 
about  Pepsi.  It’s  brilliant,”  Thieke 
said.  “I  think  newspapers  are  going 
to  have  to  think  about  how  they’re 
going  to  slice  and  dice  their  infor¬ 
mation,  and  sell  it  off  to  brands  as 
the  brands  build  these  online  expe¬ 
riences.  It’s  a  little  like  advertising 
in  reverse.” 

JM’s  McDonald  believes  that 
newspapers  need  to  focus  on  their 
social  media  basics  before  attempt¬ 
ing  to  embark  on  grand  profit-driv¬ 
en  optimization  ventures. 

“Newspapers  have  not  yet  caught 
the  social-media  wave,”  he  said. 

“For  example,  most  have  high- 
profile  editors  and  writers  who  —  if 
they  would  just  enable  Google+  au¬ 
thorship  —  could  get  their  pictures 
to  show  on  Google  searches  and 
begin  to  build  a  better  audience  on 
Google+,  Facebook,  and  Twitter  ... 
For  many  readers,  reading  starts  at 
Google.” 

Publishers  should  shake  off  the 
sting  of  change  and  embrace  SEO, 
McDonald  said.  “SEO  presents 
media  with  a  true  opportunity  to 
learn  what  sorts  of  articles  people 
like  and  respond  to  that  by  feed¬ 
ing  peoplt;  more  of  what  they  like 
and  read,  versus  what  they  do  not 
like  and  do  not  read,”  he  said.  “And 
the  emerging  relationship  between 
SEO  and  social  media  allows  media 
companies  to  build  personal  brands 
around  authors  to  whom  readers 
turn  for  novel  insights.  Paul  Krug- 
man  and  Nate  Silver  of  The  New 
York  Times  have  done  a  great  job  at 
becoming  personal  brands  that  help 
them  both  as  columnists,  and  the 
paper  as  the  go-to  source  for  new 
ideas.” 

Define  Media’s  Simmonds  said 
he  believes  there  needs  to  be  a  sea 


change  in  newspapers’  approach  to  Web 
publishing.  “People  need  to  talk  about 
SEO  in  morning  editorial  meetings.  They 
need  to  ask:  How  will  this  play  in  search; 
how  will  this  play  in  social  media?  These 
kinds  of  points  have  to  be  considered  in 
every  content-planning  meeting,”  he  said. 


^  “The  editorial  calendar  has  to 
i  take  this  into  account.  What  has 
I  played  well  this  time  last  year? 

I  And  for  what  reasons?”  Simmonds 
asked.  “That’s  the  first  thing  we 
■  need  to  do:  get  the  SEO  process 
into  the  day-to-day  workflow.”  ■ 
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*  It  was  a  festive  contract  signing  on  SepLI?,  ^2,  in  the  Kempir^  Hotel  in 
Guiyang,  China:  Dr.  Frank  rietscbe  of  manroland;  Liu  Qingying,  geno^  man¬ 
ager  of  Guizhou  Ribaa,  and  Tian  Vmg,  vice  general  manager  of  the  inqjort 
company  that  worked  the  deal. 


HOT  AND  COLD 

SETTING  TOGETHER  IN  FAR  EAST 

Chinese  newspaper  Guizhou  Ribao  invests  $30+  nnillion  in 
heatset/coldset  combo  configuration 


Heatset/coldset  hybrid  printing  press  tech- 
noiogies  have  been  around  for  more  than 
a  decade.  But  a  more  global  trend  started 
nearly  three  years  ago,  when  China’s 
newspapers  began  embracing  foreign  equipment 
and  cooperation.  The  latest  example  is  the  daily 
Guizhou  Ribao,  covering  Guizhou  province  in  south¬ 
west  China. 

In  order  to  Inliill  Chinese  readers’  growing  demand  for 
color,  more  pages,  and  better  print  quality,  the  Guizhou 
Ribao  Press  Group  installed  a  new  UNISET  last  Septem¬ 
ber.  The  eight-page  system  from  manroland  web  systems 
features  a  hybrid  configuration  that  combines  both  heatset 
and  coldset  production  possibilities  in  a  single  web-offset 


press.  Heatset  presses  can  print  on  both  coated  (glossy)  and 
uncoated  paper  stock,  while  coldset  presses  are  restricted  to 
uncoated  paper,  such  as  newsprint.  Other  press  manufac¬ 
turers,  including  KBA,  offer  hybrid  models  as  well. 

The  UNISET  configuration  consists  of  four  eight-couple 
towers,  two  folders,  four  reel  splicers,  and  a  dryer  with  an 
integrated  afterburner.  Maximum  production  speed  is 
80,000  copies  per  hour  in  non-collect  runs,  40,000  cph 
in  collect  runs,  or  35,000  cph  in  collect  runs  for  heatset 
products. 

Before  signing  the  contract  in  mid-September,  Guizhou 
executives  consulted  other  printing  companies  that  had 
started  production  on  UNISET  hybrid  presses  in  China. 
‘"Guizhou  Ribao  scrutinized  all  the  options  veiy  critically 
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“The  new  UNISET  will  boost  capacities  in  coldset  and  heatset 
printing  to  660,000  broadsheet  pages  per  hour,  raising  annual 
output  from  897  million  broadsheet  pages  to  1.2  billion  each  year” 


and  intensely  before  making  this 
investment,”  said  manroland  vice 
president  of  sales  Frank  Tietsche  in  a 
statement.  “This  is  the  first  milestone 
in  our  new  partnership,  in  which  we 
are  now  poised  to  demonstrate  our 
competence  with  excellent  project 
—  I  management.” 

•  The  UNISET  press  will  be  installed 
^  1  alongside  existing  printing  systems 
=  inside  a  new  facility  in  Guiyang  that 
i  j’i  is  still  under  construction.  When  the 
facility  is  finished,  Guizhou  Ribao 
will  have  invested  the  USD  equiva- 
lent  of  nearly  $33  million  in  the 
ftir  272,000-square-foot  printing  center. 

With  145  employees,  the  Guizhou 
idSi  prints  more  than  40  publica- 

tions,  including  various  business 
I '  ,  newspapers  and  news  magazines. 

The  new  UNISET  will  boost  capaci- 
I  ties  in  coldset  and  heatset  printing  to 

660,000  broadsheet  pages  p)er  hour, 
j  raising  annual  output  from  897  niil- 
lion  broadsheet  pages  to  1.2  billion 
US  each  year.  ■ 


COLDSET 
AND  HEATSET 
MODULES  FOSTER 
FLEXIBILITY 

According  to  manroland  web  sys¬ 
tems,  the  UNISET  was  designed  to 
offer  production  modules  to  meet 
any  demand.  With  the  combination 
of  heatset  and  coldset  modules,  as 
well  as  the  option  to  operate  up  to 
four  webs  in  the  eight-couple  tower, 
the  web-offset  press  is  always  ready 
for  change. 

VERSATILE  CONFIGURATIONS:  The 
UNISET  is  available  in  widths  of  two 
or  three  plates,  but  it  also  offers  the 
option  to  combine  both  designs. 
Modular  folding  systems  with  vari¬ 
ous  superstructures  leave  almost  no 
configuration  wish  unfulfilled. 

VARIABLE  WEB  WIDTHS:  By  making 
use  of  the  web  width  variability  of 
the  single- width  press,  different  sig¬ 
natures  can  be  produced  for  diverse 
and  flexible  press  utilization.  This 
also  goes  for  the  heatset  area. 

PROVEN  FOLDING  SYSTEMS:  The 
UNISET  folder  superstructure  is  opti¬ 
mally  adjusted  to  various  folder  com¬ 
ponents.  The  robust,  pin-type  jaw 
folder  with  a  2:3:3  system  is  designed 
for  high  performance  with  up  to  80 
pages  in  broadsheet  format.  With 
the  pin-type  jaw  folder  with  a  2:5:5 
system,  112  pages  can  be  collected. 
Folder  equipment  such  as  quarter 
fold,  gluing,  and  stitching  provides 
the  technical  basis  for  a  large  value- 
added  depth  in  inline  production. 

CREATIVE  PRESS  CONCEPTS: 
Installation  of  different  levels  can  be 
implemented  just  aS  easily  as  instal¬ 
lation  in  a  row,  or  arrangement  of  a 
reel  changer  at  a  90-degree  angle  to 
the  printing  towers. 
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WAN-IFRA  Show 


New  thermal  plate 

At  the  WAN-IFRA  show  in  Frankfurt,  Germany  last 
fall,  Kofdak  presented  systems  and  solutions  for 
newspaper  and  semi-commercial  newspaper  print¬ 
ers,  including  the  introduction  of  a  no-preheat  newspaper 
plate.  The  firm’s  research  and  development  has  focused  on 
the  advantages  of  thermal  over  violet  technology,  with  the 
former  addressing  environmental  issues  as  well  as  enhanced 
sustainability  through  low  chemistry  and  true  process-free 
production.  Leading  the  way  is  the  new  Sonora  News  Pro¬ 
cess  Free  Plate,  which  enables  the  complete  elimination  of 
plate-processing  equipment  and  processing  chemistry. 

As  the  only  process-free  plates  specifically  designed  for 
newspaper  applications,  they  help  save  time  and  money,  and 
reduce  environmental  impact  compared  to  violet  plates  and 
even  chemistry-free  plates.  While  violet  plates  require  a  pre¬ 
heat  step,  some  sort  of  processing  equipment,  and  chemistry, 
and  have  special  plate  handling  conditions,  press-ready  tech¬ 
nology'  enables  the  Sonora  News  Plates  to  remove  all  sources 
of  potential  variability,  so  printers  can  count  on  more  stable, 
consistent  plates  for  reliable  quality.  Running  on  the  Gen¬ 
eration  News  Platesetter,  Sonora  News  Plates  image  at  up 
to  240  plates  per  hour  —  fast  enough  even  for  some  larger 
newspaper  operations. 

Working  well  in  both  manual  and  highly  automated  plate¬ 
making  environments,  they  enable  newspaper  printers  to 
get  their  jobs  to  press  fast  by  eliminating  the  time  needed  i 

for  traditional  processing.  In  addition,  Sonora  News  Plates 
can  be  used  with  vision  punch  benders  from  a  variety  of 
vendors,  including  NELA,  Glunz  &  Jensen,  and  ^ 

Burgess.  Finally,  because  there  is  no  _ ^ 

chemistry  to  buy,  store. 


and  dispose  of,  printers  are  able  to  reduce  costs  and 
environmental  impact. 

“Getting  to  press  fast  is  critical  in  the  newspaper¬ 
publishing  industry,”  said  Philip  Cullimore,  manag¬ 
ing  director  of  Kodak’s  consumer  and  commercial 
businesses  in  Europe,  Africa,  and  the  Middle  East. 
“Because  Sonora  News  Plates  remove  the  processing 
step,  newspapers  can  reduce  that  time  by  simply  imag¬ 
ing  and  punch/bending  the  plate  and  going  quickly  to 
press.  These  plates  are  the  next  logical  step  in  improv¬ 
ing  newspaper  production.” 


TheHeraldAcbosi 


>  Sonora  News  Plates 


r  M**'^** 
■  • 
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Chem-free  plates  get  greener 

Also  at  I  FRA,  Agfa  Graphics  announced  improve¬ 
ments  to  its  nevv^est  chem-free  violet  plate  for 
newspapers,  the  :N94-VCF,  that  further  reduce  its 
environmental  footprint.  The  introduction  of  a  new  violet 
newspaper  gum,  which  lowers  consumption  and  extends 
bath  life  by  30  percent,  helps  newspapers  reduce  mainte¬ 
nance  and  operational  costs.  Newspaper  printers  also  can 
benefit  from  30  percent  longer  bath  life  with  the  plates, 
which  are  manufactured  in  Branchburg,  N.J. 

The  :N94-VCF  plate  from  Agfa  already  offers  a  series  of 
advantages  compared  to  conventionally  processed  plates. 

In  the  :VXCF85  clean-out  unit,  a  pH  neutral  gum  solution 
washes  and  protects  the  polymer  plates  and  makes  them 
ready  for  press.  It  eliminates  processing  parameters,  is  ef¬ 
ficient  in  use,  and  dramatically  reduces  chemical  waste.  The 


new  newspaper  gum  extends  these  benefits  even  further. 

“Replenishment  with  gum  is  effectively  eliminated,  which 
also  extends  the  bath  lifecycle  from  1200  m^  to  1800  m*,” 
said  Eric  Elyn,  plant  manager  at  Coldset  Printing  Partners, 
in  Brussels,  Belgium.  “This  is  again  a  step  forward  in  terms 
of  cost  savings  and  waste  reduction,  on  top  of  the  achieve¬ 
ments  inherent  to  using  chem-free  plates  so  far.” 

Reinhilde  Alaert,  product  marketing  manager  for  visible 
light  plates  at  Agfa,  said,  “Violet  chem-free  plates  make 
pre-press  for  newspapers  much  easier.  The  system  is  more 
convenient  to  use  than  a  conventional  processor,  is  so  rhuch 
cleaner  to  operate  as  it  only  involves  a  pH-neutral  gum  solu¬ 
tion,  and  the  plate  performs  equally  well  on  press.  With  the 
new  violet  newspaper  gum,  the  cleaning  is  even  easier,  and 
the  maintenance  is  reduced,  which  helps  to  better  control 
the  total  cost  per  plate.  ■ 


THANK  YOU,  MR.  PRESIDENT 


►  Helmut  (John) 
Dangelmaier 


Helmut  (John)  Dangelmaier  stepped  down  as 

president  of  the  PrintCity  Alliance  on  Dec.  31 , 2012. 

When  Dangelmaier  joined  PrintCity  a  dozen  years 
ago,  it  was  in  its  early  days  following  drupa  2000,  Al- 
liance  members  said  in  a  statement.  He  played  a  leading  role  ^ 

in  guiding  and  helping  grow  all  Alliance  worldwide  activities 
and  the  PrintCity  team. 

With  more  than  40  years  in  the  graphics  industry  and 
experience  working  at  research  organizations  FOGRA  and 
GATF,  cross-industry  organizations  such  as  the  Web  Offset 
Champion  Group,  plus  12  years  as  president  of  MEGTEC  Systems, 
Dangelmaier  brought  PrintCity  unique  experience. 

“A  unique  idea  needs  unique  people,  acting  with  great  passion  to 
make  it  successful.  John  was  extremely  well  regarded  in  the  global  supply 
industry,”  said  Josef  Aumiller  of  manrotand  web  systems  and  a  PrintCity 
vice  president.  “His  magic  touch  at  PrintCity  was  to  bring  people  together, 
to  focus  all  member  companies  in  supporting  one  overall  target:  making 


-  print  more  successful.” 

‘  Arno  Dlirr,  Weilburger 

Graphics,  and  representative 
for  all  PrintCity  members,  said, 
“It  has  always  been  a  pleasure 
to  work  with  John.  He  has 
lived  PrintCity  and  offered  all 

his  experiences,  knowledge,  and  personal  network,  to  make  PrintCity 
successful.” 

Rainer  Kuhn,  PrintCity  managing  director,  summarized  the  importance 
of  Dangelmaier's  work:  “We  could  not  have  achieved  the  significant 
member-added  value  or  worldwide  market  recognition  without  his 
advice  and  guidance.  My  special  thanks  to  John  for  his  commitment, 
passion,  and  friendship  over  so  many  years." 
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editorandpubllsher.com 


The'  newspaper 
training  event 
of  the  year. 


The  New  England 
Newspaper  Convention 

February  8-9,  2013  ~  Boston  Park  Plaza  Hotel 


si 

Keynote  by  one  of  the  world’s  business  gurus 
Dr.  Rosabeth  Moss  Kanter,  author  of  i8  books  —  including  her 
latest,  SuperCorp:  How  Vanguard  Companies  Create 
Innovation,  Profits,  Growth,  and  Social  Good  --  will 
offer  strategic  insight  and  advice  to  newspapers.  Plus,  Earl  J. 
Wilkinson,  Executive  Director  and  CEO  of  the  International  News 
Media  Association  will  deliver  his  2013  news  media  outlook, 
toy 

Ad  sales  advice  fix>m  industry  experts 
Len  Kubas  of  KubasPrimedia  will  help  you  reshape  and  revitalize 
you:  ad  sales  approach  vnth  packaging,  pricing,  compensation 
and  go-to-market  strategies.  Also,  learn  the  secrets  to  beating 
direct  mail  competitors  from  direct  marketing  expert  Jim  Hart. 

vJ  \l 

Groundbreaking  technology  and  strategies 
Daniel  Williams  of  Leap  Media  Solutions  will  describe  new, 
more  effective  ways  to  grow  your  audience,  and  Rodd  Winscott 
of  Newsweb  Corporation  will  share  his  experience  deploying 
a  digital  press. 

tOAS  of 
vJ 

Plus,  additional  seminars: 


vJ 

Workshops  with  America’s  writing  coaches 
Jack  Hart,  renowned  editor  and  author  of  A  Writer’s  Coach:  An 
Editor’s  Guide  to  Words  that  Work  and  Storycraft:  The  Complete 
Guide  to  Narrative  Nonfiction,  and  The  Poynter  Institute’s  Roy 
Peter  Clark,  founding  director  of  the  National  Writers  Workshops 
and  author  of  15  books  on  writing  and  journalism,  will  both 
conduct  half-day  workshops. 

j 

Design  advice  to  help  you  with  readers  and  advertisers 
Veteran  design  consultant  Ed  Henninger  will  conduct  TWO 
workshops  —  Your  Newspaper  is  a  License  to  Print  Money: 

10  no-cost,  time-saving,  revenue-generating  design  strategies 
you  can  use  at  your  paper  -  now!  and  News  Design  101:  All 
Basics  -  No  Bull! 

...at  the  price  of 


Ways  to  recruit  and  train  multi-media 
advertising  sales  talent 

Contest  and  promotional  strategies  that 
create  audience  and  revenue  growth 
The  basics  of  investigative  reporting 
Libel 

Invasion  of  privacy/access 

The  secrets  to  successful  photography 

The  Ask:  How  to  get  records  and  crank 
out  quick  stories 


Plagiarism 

Legal  and  ethical  issues  newspapers 
face  in  the  digital  age 

Reasons  to  consider  print  for  your 
non-traditional  content  strategy 

A  discussion  and  description  of  the  new 
press  project  at  the  Albany  Times  Union 

Lessons  learned  and  issues  to  consider  when 
covering  shootings  and  tragedies 

How  to  use  metrics  to  strengthen  your 
digital  publications 


*  Beyond  click  bait;  Free  tools  to  tell  the 
digital  stories  that  boost  traffic  and  serve 
your  community 

*  Social  media  idea  share  -  a  discussion  of 
social  media  challenges  and  success  stories 

*  The  basics  of  business  and  financial 
managerrient  of  a  publishing  company 

*  Extreme  Weather;  the  implications  of  a 
changing  climate 

*  Make  your  sports  column  a  good  one 


•  Court  reporting 


NEISPA 


Call  (781)  320-8042  for  more  information  or  visit  www.nenpa.com  for  full  details 


-f  ;  - 
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Business  Directory 


Companies  that  provide  publishing 
leaders  products  and  services  that 
help  save  time,  generate  new  revenue 
models  and  strengthen  existing  ones.  /; 


Libercus 


E.  Viddal  &  Associates 
Website:  www.libercus.com 
E-mail:  info@libercus.com 


Who  We  Are 

Libercus  was  built  to  address  the  specific  challenges  fac¬ 
ing  the  media  business.  With  our  innovative  implemen¬ 
tation,  support,  and  consumption-based  pricing  models, 
we  WILL  lead  the  industry  forward. 

How  would  a  newspaper  benefit  from  your 
product  or  service? 

Libercus  brings  web  sites,  print  products,  and  e-editions 
to  life.  Generate  ad  revenue  through  profile-based  and 
geo-targeted  ads,  dynamic  and  searchable  electronic  in¬ 
serts,  and  video  with  pre-,mid-,and  post-roll  ads,  all  in 
the  context  of  an  electronic  newspaper  replica. 


Why  should  a  newspaper  choose 
your  solution? 

It's  time  to  leave  behind  the  old  ways  of  doing  things: 
complex  software,  separate  systems  for  different  pub¬ 
lishing  platforms,  expensive  on-site  infrastructure.  It's 
time  for  Libercus. 

What  differentiates  you  from 
your  competitors? 

Libercus  combines  the  digital  and  print  production 
process  into  one  cloud-based  system.  All  Libercus 
functions  are  accessible  through  a  web  browser,  re¬ 
ducing  hardware  costs  and  desktop  maintenance. 


B&W  Pressjnc. 

Contact:  Dan  Kimball  / 
Sales 

Phone: 

978-352-6100 

Fax: 

978-352-5955 

E-mail: 

CSR@bwpress.com  or 
Dkimball@bwpress.com 

Website: 

www.bwpress.com 

Who  We  Are 

B&W  Press  (privately 
owned,  46  years  in  business) 
is  a  G7  Master  Printer. 
Low-cost  Newspaper  inserts 
with  built-in  envelope  for 
prepaid  subscriptions, 

Direct  mail  formats  for  your 
circulation  prospects/reacti¬ 
vation  programs.  Offer  ad¬ 
vertisers  inserts  with  direct 
response  envelope!  Print¬ 
ing,  manufacturing,  mailing 
under  one  roof!  www.bw- 
press.com  978-352-6100. 


Benefits  to  Newspaper: 

There  is  one  bright  spot  in  paid  subscription  solicitation  being  used  by  some  of  the 
more  successful  daily  and  weekly  newspapers  we  work  with.  Recently  many  of  our 
larger  daily  and  smaller  weekly  newspaper  clients  have  called  on  us  to  develop  an  all- 
in-one  paid  subscription  insert/mailer  for  this  purpose. 

As  we  manufacture  various  formats  for  different  clients,  we  have  come  to  under¬ 
stand  the  same  product  can  serve  two  purposes.The  all-in-one  paid  subscription  in¬ 
sert/mailer  showcases  a  traditional  insert  offer  but  includes  a  postage  paid  return 
envelope.The  right  offer  immediately  closes  the  deal  as  the  customer  can  take  advan¬ 
tage  of  the  offer  and  mail  their  subscription  payment  in  one  step. 

The  Benefits 

Typically  the  direct  response  mailer  format  is  run  in  lower  quantities.  Combining  the 
newspaper  insert  fold  format  with  the  mailer  allows  for  a  greater  print  volume  discount. 
The  mailer  can  be  printed,  finished,  addressed,  and  sorted,  in-line  as  a  single  production 
step  for  the  best  potential  economy. This  smaller  press  run  can  be  combined  with  the 
newspaper  insert  version,  produced  at  the  same  time  as  a  single  machine  production 
run. Often  times,  a  simple  construction  change  is  made  to  extend  the  flap  to  make  this 
form  a  better-nested  fit  for  the  mechanical  insertion.  Many  customers  use  the  all-in-one 
paid  subscription  insert/mailer  throughout  the  year  and  adjust  the  end  use  or  offer. 

Success  Stories 

Larger  daily  newspapers  and  local  weekly  newspapers  have  embraced  the  all-in-one 
paid  subscription  insert/mailer  model  to  boost  their  subscriber  volume. 

The  Los  Angeles  Newspaper  Group  used  the  all-in-one  paid  subscription 
insert/mailer  to  reach  potential  paid  subscribers  by  inserting  it  into  all  of  the  newsstand 
copies.They  offered  a  Target  gift  card  to  subscribers  ooting  to  sign  up  for  the  EZ  Pay  op¬ 
tion  and  converted  many  paying  subscribers. 

The  Saratogian  newspaper  highlighted  the  TV  Week  weekly  listings  supplement 
when  they  used  the  all-in-one  paid  subscription  insert/mailer  for  an  annual  subscrip¬ 
tion  offer  they  did  in  201 0. 

The  Eagle-Tribune  used  the  all-in-one  paid  subscription  insert/mailer  both  as  an  in¬ 
sert  and  as  a  mailer  when  they  offered  an  opportunity  to  enter  to  win  a  $1000  grocery 
giveaway  at  local  grocery  stores. Their  order  consisted  of  951,000  pieces,  50,000  of 
which  were  constructed  as  mailers. 


For  Information:  Contact  our  Customer  Service 

Paul  Beegan  -  Sales  Russ  Beegan  -  Sales  Thom  Laycock  -  CSR 

Dan  Kimball  -  Sales  Karen  Talbott  -  Marketing  Jan  Gustison  -  CSR 


Denise  Arnold  -  CSR 


Alliance  for  Audited 
Media 

Contact:  Kristina  Meinig,  j 
Manager,  Marketing  &  Sales  j 
Phone:224-366-6412  | 

Fax:224-366-6949  I 

E-mail:  i 

Kristina.Meinig@auditedmedia.com  j 
Website: 

auditedmedia.com 

Who  We  Are 

AAM  is  a  not-for-profit  membership  or-  [ 
ganization  that  exists  for  the  benefit  of  j 
advertisers  and  the  media  they  use.  Our  I 
unique  membership  defines  us  and  dif-  i 
ferentiates  us  from  other  organizations  j 
and  advocacy  groups  because  each 
membership  division  has  a  stake  in  the 
organization.  Publishers  present  a  veri¬ 
fied  look  at  their  media  brands.  Advertis¬ 
ing  agencies  plan  media  decisions  with 
credible,  comparable  AAM  data.  Advertis-  ! 
ers  gain  confidence  and  accountability  i 
for  their  marketing  investments.  , 

Our  vast  membership  includes  the  ma-  j 
jority  of  North  America's  top  publishers, 
advertisers  and  advertising  agencies. 

Each  constituency  is  represented  on  the  | 
AAM  board  of  directors  and  together, 

AAM  members,  the  board,  committees 
and  staff  play  a  critical  role  in  the  media 
ecosystem. 


Benefits 

As  a  collaborative  organization,  AAM  provides  credible,  independently  verified  informa¬ 
tion  that  is  essential  to  the  media  buying  and  selling  process.  AAM's  industry-developed 
services  enhance  communication  with  media  buyers,  and  its  new  Media  Intelligence 
Center  provides  a  better  understanding  of  the  local  market  with  reliable  data.  AAM's 
Consolidated  Media  Report  (CMR)  generates  a  comprehensive  view  across  multimedia 
products  for  newspapers.  Audience  Snapshot  allows  U.S.  daily  newspapers  to  incorporate 
the  world  of  print  and  online  readership  alongside  detailed  circulation  stats.The  Preprint 
Projection  Center  is  an  online  tool  that  helps  newspapers  streamline  preprint  quantities, 
zones,  dates  and  distribution  90  days  in  advance  of  the  distribution  date,  updating.pro- 
jected  circulation  data  monthly  from  a  secure,  confidential  centralized  location. 

Testimonial 

Media  buyers  are  voicing  their  support  for  AAM's  CMR.  Chris 
Cope, founder/president  and  CEO  of  ACGMedia  and  chairman  of 
the  Newspaper  Buyers' Advisory  Committee  believes  that  the 
CMR  efficiently  evaluates  each  publication's  cross-functionality. 

"It's  valuable  to  see  multiple  channels  in  a  single  document  so  we 
have  a  comprehensive  picture  of  what  we're  evaluating,"  Cope 
said."We  can  also  see  where  one  medium  can  complement  and 
enhance  the  effectiveness  of  another. This  (the  CMR)  can  be  a 
good  thing  in  that  newspapers  should  be  given  the  flexibility  to 
fully  present  the  results  of  their  various  products,  but  still  within 
formats  buyers  can  understand  and  make  media  decisions." 

Success  Story 

AAM  recently  created  a  Consolidated  Media  Report  (CMR)  for  the  Chicago  Region- 
Wide  Network  (CRWN),  which  included  The  Chicago  Sun-Times,  one  of  the  many  news¬ 
papers  affiliated  with  the  media  company.  With  multiple  titles  and  a  variety  of 
platforms  attached  to  the  CRWN  name,  AAM's  CMR  proved  to  be  the  best  option  for 
displaying  the  company's  readership,  usage,  circulation,  and  net  combined  audience 
for  print,  web,  and  mobile."lt's  a  very  flexible  report  and  allowed  us  the  opportunity  to 
really  communicate  the  depth  and  breadth  of  our  portfolio," said  Courtney  Price,  vice 
president  of  audience  development  at  Sun-Times  Media.  CRWN  presented  each  news¬ 
paper's  reach  in  terms  of  readership  through  various  self-created  graphics  that,  with 
the  help  of  AAM's  customizable  CMR,  clearly  displayed  these  statics  in  an  accurate  and 
comprehensible  manner. 


Chris  Cope,  CEO  of  ACCMedia  and 
chairman  of  the  AAM  Newspaper 
Buyen'  Advisory  Committee 
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WHITE  HOUSE 


PUBLISHING 

GROUP  "AMERICA 

AmericarProfile  •  relish  •  spry 


Publishing  Group 
of  America 

Contact:  Steve  Smith, 
Senior  VP, 

Publisher  Relations 
Phone:  800-720-6323 
Fax:615-468-6105 
Email: 

ssmith@pubgroup.com 

Websites: 

Americanprofile.com 

Relish.com 

SpryLiving.com 


Together,  its  print  digital  and  event  platforms  deliver  more  than  1 80  million  consumer  impressions  each  month.  Publish¬ 
ing  Group  of  America  is  based  in  Franklin, TN,  with  advertising  offices  in  New  York  and  Chicago. 


How  would  a  newspaper  benefit  from  your  product  or  service? 

American  Profile  celebrates  the  American  spirit  with  positive,  uplifting  stories  of 
everyday  heroes,  interesting  places,  products  made  with  American  pride  and 
celebrities  whose  works  resonate  with  the  hometown  values  of  our  readers.  Each 
week,  it's  a  visit  with  the  people,  places  and  things  that  make  America  great. 

Relish  is  the  "go  to"  destination  for  all  things  food.  It  is  a  muse  and  mentor  in  the 
kitchen.  Focusing  on  seasonal  and  fresh  ingredients,  it  is  a  resource  for  ail  types  of 
recipes,  from  quick  and  easy  to  healthy  to  indulgent.  Relish  celebrates  our  culinary 
past  and  present  with  inspiring  stories  about  the  people  who  grow  and  cook  our 
food.  More  than  a  magazine.  Relish  is  an  active  community  of  friends  sharing  sto¬ 
ries,  tips,  information  and  recipes  that  help  everyone  cook,  eat  and  live  better. 

Spry  magazine  celebrates  what  it  means  to  live  a  healthy  life,  full  of  vitality,  energy 
and  confidence.  Perpetually  upbeat  and  consistently  solutions-oriented,each 
issue  of  Spry  offers  a  variety  of  articles  on  health,  nutrition,  fitness  and  leisure  ac¬ 
tivities.  Through  inspiring  stories  of  real  people  and  advice  from  top-notch  ex¬ 
perts.  Spry  gives  readers  the  tools  they  need  to  make  healthy  living  a  reality. 


Who  We  Are 

Publishing  Group  of  America  (PGOA 
Media)  is  the  multi-media  publisher  of 
American  Profile, Relish  and  Spry. The 
print  magazines  have  a  combined  circu¬ 
lation  of  34  million  in  more  than  1,400 
local-market  newspapers  across  the 
country.  A/ner/ran  Profile,  its  13-year- 
old  flagship,  has  a  weekly  circulation  of 
10  million  across  the  Heartland.Ms/r, 
with  a  monthly  circulation  of  15  mil¬ 
lion,  and  Sp/y,  with  9  million,  are  re¬ 
spectively  the  largest 
advertising-supported  food  and  health 
and  wellness  magazines  in  the 
U.S.  PGOA  Media  includes  branded 
websites,  americanprofile.com, 
relish.com  and  spryliving.com,  and  its 
Community  Newspaper  Group  of  more 
than  500  websites  reaches  consumers 
on  an  ultra-local  level.The  company  is  also 
developing  mobile  editions,  custom  apps 
and  produces  the  national  Relish  Cooking 
Show,a  series  of  live,  local-market  events. 


Success  Stories: 

All  three  Publishing  Group  of  America  titles  were  named  among  the  "25  Most  No¬ 
table  Magazine  Launches  of  the  Past  25  Years"  by  Samir"Mr.  Magazine"  Husni,  as 
featured  in  min  (Media  Industry  Newsletter).  Regarding  each  magazine,  Mr.  Husni 
wrote; 

American  Profile:  "Publishing  Group  of  America  seems  almost  clairvoyant  in  its  abil¬ 
ity  to  provide  an  untapped  market  with  an  audience-specific  publication.  PGA  proved 
that  going  back  to  the  roots  of  good  content  for  a  specific  audience  couldn't  go 
wrong." 

Relish:"  It  seems  that  Publishing  Group  of  America  knows  what  it's  doing  when  it 
launches  a  new  publication,  so  it's  no  surprise  that  Relish,  launched  in  2006,  quickly 
found  an  audience.  The  editorial  tone  of  the  newspaper  insert  is  well  received  by  audi¬ 
ences  dcross  the  country." 

Spry:  "Spry  quickly  found  its  niche,  carving  a  spot  in  the  industry  as  a  health-and-fit- 
ness  newspaper  supplement.  Publishing  Group  of  America  should  be  commended  for 
developing  a  wonderful  combination  of  service  for  publishing  partners  and  quality 
content  for  readers. " 
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AutoConX  Systems* 

3701  W.49th  St. 

Suite  200B 
Sioux  Falls,  SD  571 06 

Contact:  Rob  Hage,CE0 
Phone:  800-944-3276 

E-Mail: 

Rob@autoconx.com 

Website:  autoconx.com 


How  would  a  newspaper  benefit  from  your  product  or  service? 

As  print  publishers  ourselves  since  1989,  who  have  gone  through  our  own  digital 
learning  curve  since  1997,  we  now  bring  this  digital  experience,  expertise,  and 
products  to  you  via  our  flagship:  AutoConX  platform.  We  understand  that  there  is 
no  universal  solution  to  your  vertical  needs.  We  can  assess  your  needs  and 
provide  you  with  a  customizable,  white-label  solution  to  fit  those  needs.  We  have 
a  time-tested  and  proven  business  model  that  can  generate  you  new  digital 
revenue  in  a  short  period  of  time.  Newspapers  can  also  be  assured  that  the 
AutoConx  platform  is  in  a  continuous  state  of  product  development  and 
improvement  with  its  award-winning  team.. 


Who  We  Are 

AutoConX  is  a  robust,  yet 
affordable,  vertical  platform 
that  will  put  you  in  the 
driver's  seat  with  your  local 
dealers. The  entire  system  is 
designed  by  and  for  print 
publishers.  It  is  also  the 
dedicated  digital  platform  for 
its  parent  company:  Digital 
Community  Holdings,  Inc. 
(DCH.com) 


Success  Stories: 

With  hundreds  of  satisfied  customers,  AutoConX  won  the  Innovation  Award  in 
2010  from  the  International  Classified  Media  Association,  an  organization 
comprised  of  publishers  from  29  countries. 

Testimonial: 

"A  number  of  years  ago  we  started  searching  for  a  digital  auto  solution  for  our 
newspapers.  That  search  ended  when  we  found  AutoConX. 

AutoConX  offers  a  fantastic  array  of  products  and  their  service  and  support  is 
second  to  none.  We  use  their  auto  vertical  and  a  number  of  other  products  and  are 
again  a  viable  advertising  choice  for  our  automotive  dealers. 

AutoConX is  simply  the  best  vendor  we  have  used  for  our  business,  period." 


Joe  Mathes,Vice  President 

Delta  Publications,  Inc. 
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Prolmage  America,  Inc. 

103  Carnegie  Center 
Suite  300 

Princeton  NJ  08540 


Phone:919-303-5637 

E-mail: 

sa  les@new-proi  mage.com 


Who  We  Are 

Prolmage  America  is  a  leading  developer  of  innovative 
browser-based  automated  prepress  and  editorial  digital  work- 
flows,  tablet  &  mobile  workflows,  ink  optimization,  color  man¬ 
agement,  and  press  registration  solutions  that  help  publishers 
and  printers  reduce  their  costs. 

Products  include,  NewsWay  an  advanced  digital  workflow, 
output  management,  and  production  tracking  solution.  OnColor 
ECO  Ink  optimization  reduces  ink  consumption  while  maintain¬ 
ing  the  highest  possible  print  quality  and  is  available  as  a  SaaS 
solution.  Press  Register  is  able  to  processing  TIFF  separations 
to  correct  for  registration  issues  without  having  to  touch  or 
modify  the  press.  TabellaNews  is  an  innovative  Cloud-based 
solution  for  the  creation  of  digital  publications  for  tablet  PCs 
and  other  mobile  devices. 


How  would  a  newspaper  benefit  from 
your  product  or  service? 

TabellaNews  Cloud  solution  enables  the  automatic 
delivery  of  content  from  any  content  management  system 
to  a  wide  variety  of  tablet  PCs  and  smart  phones.  The 
content  is  analyzed  and  automatically  processed  through 
Prolmage’s  intelligent  content  mapping  and  template  tech¬ 
nology  to  produce  an  edition  that  is  ready  to  preview  and, 
if  necessary,  edit.  You  are  able  to  see  exactly  how  the  con¬ 
tent  will  appear  on  all  targeted  mobile  devices,  and 
because  it’s  Cloud-based  there  are  minimal  set-up  costs. 

Since  publishers  are  no  longer  limited  by  the  print 
product,  TabellaNews  allows  for  video,  audio,  photo 
galleries,  etc.  Additional  advertising  can  be  displayed  to 
digital  devices  and  since  content  is  created  for  mobile, 
excessive  scrolling  and  zooming  that  is  required  for 
replica  editions  is  not  necessary  creating  for  a  better 
reader  experience. 


SAXOTECH 


SAXOTECH 

Phone: -1-1  (813)  221-1600 
Fax:-H  (813)221-1604 
E-mail:  info@saxotech.com 


Website: 

wwvv.saxotech.com 


You're  in  Good  Company 

For  20  years,  SAXOTECH  has  partnered  with  more 
than  1 ,000  of  the  world's  most  passionate  and 
innovative  media  companies . . .  just  like  yours. 

As  a  leader  in  multichannel  publishing, circulation 
and  audience  engagement  solutions,  SAXOTECH  is  ded¬ 
icated  to  helping  customers  meet  the  challenges  and 
opportunities  of  publishing  in  today's  online  world. 

Through  a  combination  of  transformative  techno¬ 
logy  and  trusted  expertise,  we've  helped  some  of  the 
world's  best  media  companies  streamline  and  inte¬ 
grate  print  and  digital  operations,  centralize  their 
reporting  and  news  production, and  deliver  across  all 
platforms  the  one  thing  that  sets  them  apart  in  the 
marketplace  —  their  content. 

SAXOTECH  helps  you  compete  and  profit  in  the 
digital  age. 


BetterBNC 


Website:  www.betterbnc.com 

BetterBNC^”  is  the  industry  standard  online 
journalism  contest  platform. 

Contestant  Managersu 

Senior  managers  and  editors  control  who  and  what  is 
entered 

Open  Call'^ 

Your  best  work  is  “open”  to  a  world  of  entry  opportu¬ 
nities 

User  Scrapbooks 

Contestants  can  save  copies  of  their  best  work  all  year 
long 

BetterBNC  has  been  selected  by  120  newspaper 
associations,  press  clubs  and  broadcaster  groups 
representing  over  20,000  journalists. 

For  more  information,  please  visit 
www.betterbnc.com. 


NewsPeople 


By  Nu  Yang 

people@editoranclpublisher.com 


Brian  Mc- 
Groryhas 

been  named 
editor  of 
The  Boston 
Globe.  He 
succeeds 
Marty 

Baron,  who  left  to  become 
executive  editor  of  The 
Washington  Post.  McGrory 
will  be  responsible  for  run¬ 
ning  the  newsroom  for  the 
Globe  and  bostonglobe. 
com,  plus  the  newsroom’s 
contribution  to  boston.com. 
McGrory  joined  the  Globe 
in  1989  and  has  served  as  a 
general  assignment  reporter, 
a  White  House  correspon¬ 
dent,  and  a  roving  national 
correspondent.  In  1998,  he 
became  metro  columnist.  He 
-  was  named  associate  editor 
in  2004,  and  in  2007,  he  was 
named  deputy  managing  edi¬ 
tor  for  local  news. 

Patizzohas 

been  named 
senior 
director 
of  opera¬ 
tions  with 
the  Abilene 
(Texas) 

Reporter-News.  He  will  over¬ 
see  facility  maintenance  and 
the  pressroom,  mailroom, 
prepress,  and  circulation 
departments.  Izzo  has  more 
than  30  years  of  experience 
in  the  newspaper  industry. 

He  worked  in  administra¬ 
tive  functions  for  the  Detroit 
Free  Press,  Detroit  News,  and 
San  Francisco  Chronicle.  Izzo 
also  served  as  production 
operations  manager  for  the 
team  that  helped  launch  USA 
Today  in  1982. 


Tom  CuUinan  has  been  named  president  and  pub¬ 
lisher  of  The  Fresno  (Calif  .)  Bee.  Cullinan.  a  28-year 
employee  of  the  Bee  and  vice  president  of  circulation 
since  2000,  had  been  serving  as  interim  publisher 
of  the  paper  since  November  after  former  publisher 
William  H.  Fleet  left  the  company.  Cullinan  got  his 
start  in  the  newspaper  industry  at  the  Detroit  Free 
Press  in  1969,  working  in  the  production  department 
and  later  moving  to  circulation.  He  joined  the  Bee  in 
1984  as  circulation  manager  and  was  promoted  to 
circulation  director  in  1991. 


Stanford  Lipsey  has  stepped  do\\'n  as  pub¬ 
lisher  of  The  Buffalo  News.  He  will  become 
publisher  emeritus  and  will  be  succeeded 
by  News  president  Warren  T.  Colville,  who 
has  been  with  the  publication  for  25  years. 
Lipsey  had  been  with  the  News  for  32  years. 

Manugraph  DGM,  Inc.  (MDGM),  a  wholly 
owned  subsidiary  of  Manugraph  India, 

LTD.,  has  named  Brian  LaBine,  a  member 
of  the  MDGM  board  of  directors  and  past 
MDGM  president,  president  and  chief  ex¬ 
ecutive  officer.  Additionally,  Ron  Ehrhardt, 
current  MDGM  vice  president  of  interna¬ 
tional  sales  covering  South  America,  Europe, 
and  Australia/New  Zealand,  will  assume 
sales  management  responsibilities  for  North 
America  as  well. 

David  Schlesinger  has  been  appointed  to 
the  advisory  board  of  IBT  Media,  a  global 
media  group  that  includes  the  International 
Business  Times.  He  is  the  former  global 
editor-in-chief  of  Reuters  and  a  former 
chairman  of  Thomson  Reuters  China. 

Peter  Conti  has  been  named  sales  and  mar¬ 
keting  director  with  Local  Media  Associa¬ 
tion.  Conti  most  recently  served  as  executive 
vice  president  of  Borrell  Associates,  where 
he  worked  since  2001.  Previously,  he  was 
director  of  interactive  media  for  Media 
General’s  publishing  division.  Before  that,  he 
worked  at  Landmark  Communications  Inc., 
to  develop  and  manage  the  richmond.com 
website. 


Jim  Baumann  has  been  appointed  manag¬ 
ing  editor  at  the  Daily  Herald  in  Arlington 
Heights,  Ill.  He  will  be  responsible  for  day- 
to-day  direction  of  the  newsroom.  He  suc¬ 
ceeds  executive  editor  Madeleine  Doubek, 
who  has  joined  a  digital  media  organization. 
Baumann  joined  the  paper  in  1985. 

Corey  Larocque  has  been  promoted  to 
managing  editor  of  the  Niagara  Falls  Re¬ 
view  in  Ontario,  Canada.  He  has  served  as  a 
reporter,  columnist,  and  most  recently  city 
editor  for  the  paper.  He  joined  the  publica¬ 
tion  in  1997. 

Andrew  Cutler  has  been  named  editor  of 
The  Observer,  in  La  Grande,  Ore.  He  most 
recently  served  as  weekend  news  editor 
of  the  Rapid  City  (S.D.)  Journal.  He  also 
served  as  sports  editor  of  the  Journal  for 
three  years.  Before  that,  he  served  as  manag¬ 
ing  editor,  news  editor,  and  sports  editor  of 
the  Capital  Journal  in  Pierre,  S.D. 

William  McGum  has  been  named  editorial 
page  editor  of  the  New  York  Post.  He  is  also 
a  vice  president  at  parent  company  News 
Corp.,  and  has  been  a  columnist  for  The  Wall 
Street  Journal,  having  previously  worked 
for  the  Journal  in  both  Asia  and  Europe. 
From  2005  to  early  2008,  he  served  as  chief 
speechwriter  for  President  George  W.  Bush. 
He  succeeds  Robert  McManus,  who  joined 
the  paper  in  1983  and  had  been  running  the 
editorial  page  since  2000  before  announcing 
his  retirement. 
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Daniel  M.  Johnson,  former  direc¬ 
tor  of  sales  and  marketing  for  The 
Spokesman-Review  in  Spokane, 
Wash.,  has  joined  CirTech  as  vice 
president  of  business  development. 
In  his  new  role,  Johnson  will  be 
responsible  for  increasing  revenue, 
promoting,  and  expanding  the 
CirTech  brand,  and  developing 
new  products  and  services  He  is  a 
25-year  newspaper-industiy  veteran 
and  has  held  jobs  at  newspaper 
companies  in  Denver,  Phoenix,  and 
Spokane. 


IHIIIIIHIIIIIII^H  Jennifer  Trietsch  has 

been  named  chief 
financial  officer  of 
•“  the  Abilene  (Texas) 

Reporter-News.  Her 
■[K  most  recent  position 

v  ' '  was  accounting  and 

*  database  manager  for 
Rosewood  Resources,  an  independent 
oil  and  gas  exploration  and  production 
company  in  Dallas. 


year  veteran  of  the  newspaper  business, 
Roberts  has  covered  science,  the  military, 
politics,  and  environmental  affairs. 
Roberts  came  to  the  Times  after  a  seven- 
year  stint  with  The  Associated  Press. 


Robin  Lankton  has  been 
named  marketing  direc- 
tor  of  The  Tampa  Tribune 
and  tbo.com.  She  has 
more  than  15  years  of 
experience  in  newspa- 
I  Vn  per  marketing.  Lankton 

*  *  has  earned  more  than 
250  international,  national,  state,  and 
local  advertising  and  marketing  awards 
from  numerous  professional  groups.  She 
also  worked  at  the  Herald- Tribune  in 
Sarasota,  Fla.  and  The  Atlanta  Journal- 
Constitution.  Lankton  will  work  directly 
with  sales,  circulation,  news,  and  channel 
partners  to  market  the  Tribune,  tbo.com, 
and  The  Tampa  Media  Group's  affiliate 
publications. 


t  David  G.  vniliams 

has  been  named  vice 
president  of  circula¬ 
tion  of  the  Honolulu 
Star-Advertiser.  Wil¬ 
liams  has  more  than 
33  years  of  experi¬ 
ence  in  the  newspaper 
industry.  His  most  recent  position  was 
director  of  alternative  publications  and 
revenue  analysis  for  Gannett  Co.  Wil¬ 
liams  began  his  career  at  the  Reno  (Nev.) 
Gazette-Journal,  where  he  worked  his 
way  up  from  sales  manager  to  circula¬ 
tion  manager.  He  worked  at  a  number  of 
other  newspapers  including  The  Stock- 
ton  (Calif.)  Record  and  the  Statesman- 
Journal  in  Salem,  Ore.,  before  becoming 
vice  president  of  circulation  for  the  Los 
Angeles  Newspaper  Group  in  2009. 


Helen  T.  Gray  has  retired  as 
Kansas  City  Star  religion  editor. 
Editor  Darryl  Levings  will  assume 
her  duties.  Gray  started  as  a  general 
assignment  reporter  at  the  Star 
and  became  the  paper’s  religion  edi¬ 
tor  in  1971.  During  her  career,  she 
covered  faith  communities,  issues 
and  trends,  and  was  honored  with 
numerous  awards. 


Rick  Daniels  has  stepped 
down  from  his  position  as 
,  publisher  of  The  Phtriot 
-  Ledgerin  Quincy,  Mass., 
and  The  Enterprise  in 
Brockton.  Mass.,  and  as 
president  of  GateHouse 
Media  New  England.  Dan¬ 
iels  said  he  plans  to  pursue  investment 
and  advisory  roles  for  media  companies. 
During  his  tenure,  the  transition  from 
print  to  digital  media  prompted  numer¬ 
ous  initiatives  and  resulted  in  increases  in 
online  readership  and  digital  revenues.  A 
Successor  has  not  been  named. 


Dave  Levinthal  has  joined  the 
Center  for  Public  Integrity  as  a 
senior  team  member  investigating 
the  impact  and  flow  of  money  in 
elections.  Previously,  he  served  at 
Politico  as  co-author  of  the  daily 
Politico  Influence  column,  reporting 
on  campaign  finance  and  lobbying 
issues.  Before  Politico,  Levinthal 
worked  for  two  years  as  editor  of 
opensecrets.org  for  the  Center  for 
Responsive  Politics.  Between  2003 
and  2009,  he  reported  on  Dallas 
city  government  for  The  Dallas 
Morning  News,  and  from  2000  to 
2002,  he  covered  the  New  Hamp¬ 
shire  statehouse  for  the  Lawrence 
(Mass.)  Eagle-Tribune. 


^  Brett  Fera  has  been 

named  managing 

f  _  editor  of  the  East  Valley 

Tribune  in  Tempe,  Ariz. 

,  J  He  will  be  respon- 

sible  for  both  the 

V*  print  newspaper  and 

eastvalleytribune.corn. 
Fera  replaces  CeCe  Todd,  who  joined  the 
publication  in  1998,  Most  recently,  Fera 
served  as  Web  editor. 


'  Dangelmaier  has 
^  stepped  down  as 

t  president  of  Print - 

Qty  Alliance  after 

^BSHIhIIHIbS  serving  since 
2001.  Dangel¬ 
maier  played  a  leading  role  in  guiding  and 
helping  grow  worldwide  activities  and 
the  PrintCity  team.  He  has  more  than  40 
years  in  the  graphics  industry. 


Chris  Roberts  has  been 
named  managing  editor 
of  the  Farmington  (N.M.) 
Daily  Times.  He  previous¬ 
ly  worked  as  a  reporter 
for  the  El  Paso  (Texas) 
Times  since  2005.  A  25- 


Gil  Thelen,  a  journalism  professor 
and  former  publisher  of  The  Tampa 
Tribune,  has  been  named  interim 
director  of  the  School  of  Mass  Com¬ 
munications  at  the  University  of 
South  Florida.  Thelen  has  been  on 
the  USF  faculty  since  2007.  He  re- 
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Associates,  a  political  communi¬ 
cations  firm  in  New  Jersey.  He 
replaces  Aaron  Gell,  who  served 
as  the  paper’s  interim  editor  after 
Elizabeth  Spiers  departed  in 
August  2012. 


places  Fred  Pearce,  who  resigned 
as  director  but  will  continue  on 
the  faculty  as  a  lull  professor. 


Julie  Pace  has  been 

»  named  Associated 
Press  White  House 
correspondent.  Pace 
began  covering  Barack 
Obama  during  his  2008 
presidential  campaign 
and  followed  him  to  the 
White  House,  reporting  on  the  president 
over  four  years  from  across  the  nation 
and  around  the  world.  As  correspondent, 
she  will  keep  her  focus  on  big  stories 
such  as  foreign  policy  and  immigra¬ 
tion.  Pace  joined  AP's  video  opera¬ 
tions  in  Washington  in  2007,  and  a  year 
later  moved  over  to  the  campaign  as  a 
video  and  print  reporter.  Previously,  she 
worked  at  e.tv  (a  South  African  television 
station)  and  as  a  freelancer  in  South  Af¬ 
rica  and  Zambia  in  2003  and  2004.  From 
2005  to  2007,  she  worked  as  a  reporter  at 
the  Tampa  Tribune  in  Tampa,  Fla, 


Ann  DeMatteo  has  been  named 
managing  editor  at  the  Middle- 
town  (Conn.)  Press.  She  previ¬ 
ously  served  as  metrgpolitan 
editor  at  the  New  Haven  (Conn.) 
Register. 


Jim  Hager  has  joined  Evergreen 
Printing  as  production  direc¬ 
tor.  In  this  capacity,  Hager  will 
be  responsible  for  overseeing 
production  and  operations  of  the 
company,  including  customer 
service,  pre-press,  press,  post¬ 
press,  IT,  shipping  and  receiving, 
and  maintenance.  Hager  was 
previously  plant  manager  at  AFL 
Web,  overseeing  plants  in  Voor- 
hees  and  Secaucus,  NJ. 


David  Fritze  has  been  named 
executive  editor  of  Oklahoma 
Watch,  a  nonprofit  investigative 
and  in-depth  reporting  service. 
Previously  a  senior  editor  at  The 
Arizona  Republic,  he  worked  at 
the  paper  in  a  variety  of  other 
positions,  including  business, 
metro,  and  national  editor  as 
well  as  a  senior  reporter.  Before 
joining  The  Republic  in  1992, 
Fritze  was  a  reporter  at  the  Dal¬ 
las  Times  Herald  and  a  writer 
and  editor  at  Oklahoma  Month¬ 
ly  magazine. 


Ian  Bishop  has  been  appointed 
digital  editor  for  The  Washing¬ 
ton  Times.  He  previously  was 
managing  editor  of  the  New  York 
Daily  News,  covering  politics.  He 
also  held  the  positions  of  deputy 
managing  editor  and  acting 
bureau  chief. 


been  named  develop- 
ment  manager  of  U.K. 
publishing  software 
developer  PCS.  He 
previously  worked 
Ir  i  for  Marconi  Space 

and  Defense  before 
embarking  on  a  more  than  30-year 
career  in  publishing  systems  program¬ 
ming,  integration,  and  development.  He 
has  been  with  PCS  for  more  than  10  years 
with  roles  in  contract  management  and 
support. 


Brad  Moore  has  stepped  do^vn 
from  his  position  as  vice  presi¬ 
dent  of  targeted  media  and  busi¬ 
ness  development  with  Chicago 
Tribune  Media  Group  to  pursue 
other  opportunities.  He  previ¬ 
ously  oversaw  RedEye,  TribLocal, 
and  other  niche  publications 
for  the  company.  Moore  joined 
Tribune  Co.  in  1997-  He  became 
general  manager  in  2005  and 
was  promoted  to  his  current  posi¬ 
tion  in  2008.  Moore’s  position 
will  not  be  filled,  and  his  respon¬ 
sibilities  will  be  shifted  to  Joseph 
Schiltz,  Chicago  Tribune's  vice 
president  of  marketing. 


Postmedia  Network  has  an¬ 
nounced  the  election  of  its  board 
of  directors.  Directors  have  been 
appointed  to  serve  until  the 
close  of  the  next  annual  meeting 
of  shareholders.  The  directors 
include  Ronald  Osborne,  Paul 
Godfrey,  Charlotte  Burke, 
Hugh  Dow,  John  Paton,  Gra¬ 
ham  Savage,  Steven  Shapiro, 
Peter  Sharpe,  and  Robert 
Steacy. 


9  Simon  Weare  has  been 
named  client  services 
manager  of  U.K.  pub¬ 
lishing  software  devel¬ 
oper  PCS.  He  started 
with  PCS  as  a  junior 
13  years  ago,  working 
in  technical  services.  / 
He  has  worked  in  a  variety  of  depart¬ 
ments,  including  contract  management 
with  the  PropertyNet,  MotorNet,  and  ART 
products. 


WoodWing  Software  has  named 
Jackie  Bedoya  as  channel  man¬ 
ager  for  Latin  America  and  Steve 
Schafiran  as  general  manager 
education.  Most  recently,  Bedoya 
served  at  Aysling  Digital  Media 
Solutions  as  chief  operating  of¬ 
ficer  for  two  years.  Schaffran  was 
pre\iously  general  manager  of 
WoodWing  Latin  America. 


Ken  Kurson  has  been  named 
editor-in-chief  of  The  New  York 
Observer.  Kurson  has  been  a 
contributor  to  Esquire  since 
1997,  a  political  consultant  and 
speechwriter  for  Rudy  Guiliani, 
and  has  worked  at  Jamestown 
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MEDI  ASPAN 

Software  Engineer  I 

MediaSpan  Group,  Inc.,  (wvyrw.mediaspangroup.com)  a  dynamic,  Ann  Arbor 
based  software  company,  has  an  immediate  opportunity  fortan  entry-level 
Software  Engineer  in  its  Customer  Services  group. 

About  Us 

MediaSpan  powers  digital  content  management,  online  marketing,  advertis¬ 
ing  and  business  productivity  solutions  for  the  world's  leading  media  compa¬ 
nies  including  GateHouse  Media,  Civitas  Media,  Paxton  Media  Group,  and  Sun 
Media.  With  more  than  4,000  local  newspaper  and  radio  properties  relying  on 
its  solutions,  MediaSpan  is  the  world's  largest  network  of  local  media  compa¬ 
nies  and  media  consumers. 

We  provide  an  enriched  work  environment  that  fosters  growth,  inspires 
professional  excellence  and  encourages  success  by  providing: 

■  A  competitive  compensation  package 

•  Professional  development 

•  Excellent  benefits 

Role  Summary 

The  Software  Engineer  will  be  a  member  of  the  Customer  Services  team  and 
provide  programming  for 

MediaSpan  advertising  and  production  customers  and  internal  reporting 
needs. 

Responsibilities 

•  Complete  custom  programming  assignments  based  on  an  agreed  upon 
specification  and  within  a  specified  timeframe 

•  Create  or  modify  custom  plug-ins,  exports,  forms  and  reports  using 
RealBasic  and  OnTarget  Reports 

•  Create  or  modify  custom  reports  using  Java,  IReport  and  Crystal  Reports 

•  Assist  in  debugging  and  troubleshooting  applications 

•  Perform  software  testing  and  quality  assurance  tasks 

•  Work  with  other  engineers,  QA,  and  product  management  in  developing 
new  products 

Knowledge,  Skills  and  Abilities 

•  Proficient  in  the  use  of  various  reporting  software  products  (e.g.,  IReport, 
OnTarget,  Crystal) 

•  Experience  with  cross-platform  software  development  tools  such  as  Java 
and  RealBasic 

■  Must  be  a  self-starter,  motivated  and  work  without  supervision 

•  Strong  analytical  and  problem-solving  skills 

•  Superb  attention  to  detail 

•  Self-motivated;  stays  current  with  advances  in  software  development  and 
information  technology 

■  Excellent  organization  skills  and  flexibility  to  complete  multiple  tasks 

Minimum  Qualifications 

•  Bachelor's  degree  in  computer  science  or  appropriate  combination  of 
skills  and  experience 

•  Strong  communication  skills,  both  verbally  and  in  writing 

•  Candidate  must  have  excellent  interpersonal  skills  along  with  the  ability 
to  manage  multiple  tasks 

MediaSpan  Group  is  an  Equal  Opportunity  Employer. 

Please  send  a  cover  letter  detailing  your  experience  and  resume  to 
retruitingt^mediaspansoftwarexom 
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Brcainworks 


NEWSPAPER  SOFTWARE  Y  SOLUTIONS 

Brainworks  Software  is  looking  for  motivated  people 
with  strong  experience  in  newspaper  advertising, 
circulation,  or  billing  systems  who  would  like  to  be  part 
of  an  exciting  company  with  products  that  are  taking 
the  industry  by  storm. 


We're  looking  for  project  and  implementation  people  with: 

Hands  on  experience  with  a  vendor  or  practical  newspaper  experience 
Database  Skills  ■  Organizational  skills  ■  Teaching  ability 


The  position  requires  50%  travel. 

Please  email  your  resume  to  hr(i>brainworks.com 
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Own  a  well-established,  166-year-old 
paid  subscription  community  news¬ 
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for  owner/operator,  paid  web  pres¬ 
ence,  and  a  turn-key  operation. 
Interested  parties  contact 
cnypublisher@gmail.com 
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CLASSIFIED  AD  RATES! 

Now  it's  more  economical  to 
advertise  directly  to  the  industry. 
Call  to  find  out  how 
Editor  &  Publisher  can  help 
you  sell,  buy,  trade  or  hire! 

For  more  information  or  to  place  an  ad, 
callJon  Sorenson  at 

1-800-887-1615 
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MEDl  ASPAN 


Product  Manager 

MediaSpan,  dynamic,  Ann  Arbor-based  Software  Company  has  an  immediate  opportunity  for  a  Product  Manager  in  its 
Product  Development  group. 

About  Us 

MediaSpan  powers  digital  content  management  and  online  marketing  solutions  for  the  world's  leading  media  compa¬ 
nies,  including  Gannett,  Advance  Publications,  Australian  Radio  Network,  Citadel/ABC  Radio  and  Sun  Media.  Over  3,000 
local  newspaper,  radio  and  television  properties  leverage  our  digital  content  management,  online  marketing,  web  pub¬ 
lishing  e-commerce  and  online  promotional  solutions. 

We  provide  an  enriched  work  environment  that  fosters  growth,  inspires  professional  excellence  and  encourages  success 
by  providing: 

•  A  competitive  compensation  package. 

•  Professional  development. 

•  Excellent  benefits  including  401  (k). 

Role  Summary 

This  position  will  work  as  part  of  a  team  to  deliver  solutions  for  the  Product  Development  Group,  focusing  on  the  direc¬ 
tion  and  management  of  their  product  line. 

Essential  Responsibilities 

•  Managing  the  entire  product  line  life  cycle  from  strategic  planning  to  tactical  activities. 

•  Specifying  market  requirements  for  current  and  future  products  by  conducting  market  research  supported  by  on-going 
visits  to  customers  and  non-customers. 

•  Driving  a  solution  set  across  development  teams  (primarily  Development/Engineering,  and  Marketing 
Communications)  through  market  requirements,  product  contract,  and  positioning. 

•  Developing  and  implementing  a  company-wide  go-to-market  plan,  working  with  all  departments  to  execute. 

•  Analyzing  potential  partner  relationships  for  the  product. 

•  The  success  (high  quality,  on  time,  on  budget)  of  the  programs  /  projects  reporting  to  him  /  her. 

■  Structuring  the  overall  project  plan,  budget,  schedule,  and  staffing  requirements. 

•  Provide  weekly  status  reports,  project  tracking  updates,  and  overall  assessments  to  senior  management  and  team. 

•  Ensure  entire  project  team  is  aware  of  progress  through  face-to-face  communications. 

Qualifications  and  Requirements 

The  ideal  candidate  will  have  experience  in  a  fast-paced  online  environment,  experience  working  with  media  clients  and 
advertisers,  a  head  for  business  as  well  as  technology  and  a  drive  to  move  into  progressively  more  challenging  roles. 

Required  Quaiifications 

■  Bachelor's  Degree  in  business,  computer  technology,  communications  or  related  field 

•  2-3  years  of  product  management  experience,  from  concept  to  delivery. 

•  Proven  track  record  for  staying  within  budget  and  meeting  deadlines. 

•  Team-oriented  experience  highly  desired. 

•  Knowledge  and  experience  developing  large  projects  and  managing  diverse  teams. 

•  Work  effectively  with  senior-level  executives  and  have  significant  client-interfacing  experience. 

•  Stays  current  with  rapidly  changing  technology  and  applies  it  to  business  needs. 

■  Very  good  communication  skills  with  ability  to  communicate  technical  information  to  both  technical  and  non-technical 
audiences. 

Required  Characteristics 

•  Self-motivated. 

•  Strong  commitment  to  the  delivery  of  high  quality  products. 

•  Strong  interpersonal  skills,  maturity,  good  judgment  and  capability  of  communicating  with  a  diverse  range  of  individuals. 

•  Demonstrated  ability  to  lead  people  and  get  results  through  others. 

•  Ability  to  think  ahead  and  plan  over  a  1-2  year  time  span. 

•  Demonstrated  ability  :o  think  creatively  and  innovatively. 

•  Outstanding  written  and  oral  presentation  skills. 

■  Exceptional  organizational  dexterity. 

Required  Technical  Skills 

•  Experience  creating  business  plans. 

•  Experience  writing  use  cases. 

•  Experience  developing  /  managing  project  plans. 

•  Proficient  in  Word,  Office,  PowerPoint,  and  Project  or  equivalents. 

•  Experience  using  issue  tracking  systems. 

•  Strong  experience  in  all  aspects  of  the  software  lifecycle. 

Other  Skills  That  Will  Definitely  Pique  Our  Interest 

•  Experience  working  in  an  Agile  environment. 

•  Experience  with  CMS  (Content  Management  Systems). 

•  Experience  with  multi-channel  publishing  (Web,  Mobile,  Tablet,  etc.). 

MediaSpan  Group  is  an  Equal  Opportunity  Employer. 

Please  send  a  cover  letter  detailing  your  experience  and  resume  to  recruiting@mediaspangroup.com 
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Trigger-Happy  Reporting 

what  it  takes  to  be  branded  a  sex 
offender  today 


By  Jeff  Helmreich,  contributing  edi¬ 
tor,  Long  Island  Jewish  World 

As  soon  as  the  story  about  a 
Yeshiva  University  teacher 
accused  of  sexual  abuse 
hit  newsstands  last  month,  his  life 
changed  forever.  His  employer  saw  it 
(he  was  suspended  from  his  current 
job  almost  as  soon  as  the  ink  dried); 
his  friends,  family,  and  associates 
would  soon  learn  of  it;  and  anyone 
who  searches  the  Web  could  now 
forever  find  it.  His  fate  was  sealed. 
What  did  it  take  for  the  newspa¬ 
pers  to  render  such  an  ultimate  and 
irreparable  sentence?  How  much 
evidence  or  corroboration?  Check  the 
articles  that  broke  the  story,  and  youll 
find  the  startling  answer:  one  accuser. 
That’s  right  —  a  single  claim  appears 
to  be  all  that  was  required  to  print  the 
rabbi’s  name,  photograph,  and  the 
repugnant  details  of  the  allegation, 
even  reporting  it  in  one  paragraph  as 
fact,  without  qualifications  such  as 
“the  former  student  claimed.” 

This  is  not  a  defense  of  the  rabbi. 
Neither  is  it  a  denial  of  the  accuser’s 
claim,  nor  his  sincerity.  The  former 
YU  educator  may  be  guilty,  and  it  is 
an  unspeakably  horrible  crime  —  as 
is  any  attempt  to  cover  it  up.  Indeed, 
if  he  is  found  guilty,  the  victim  has  a 
right  to  immediate  and  immeasur¬ 
able  redress.  Nothing  here  should  be 
understood  to  say  otherwise. 

The  present  point,  rather,  is  about 
the  standard  of  evidence  used  to  sup¬ 
port  such  a  public  charge,  one  that  is 
as  damning  as  any  courtroom  verdict. 
Criminal  verdicts  require  much  more 


evidence  than  this,  because  if  we  irre¬ 
trievably  deprive  someone  of  his  place 
in  society,  we  had  better  get  ironclad 
proof,  beyond  a  reasonable  doubt.  It 
should  take  nothing  less  to  destroy 
someone. 

No  similar  standard  has  ever  been 
applied  to  the  press,  however.  One 
reason,  perhaps,  is  that  reported 
claims,  unlike  courtroom  verdicts,  are 
not  final  —  they  can  be  challenged  in 
the  same  court  of  public  opinion. 

Except  here.  In  the  special  case  of 
sexual  abuse  of  minors,  the  first  ap¬ 
pearance  of  the  accusation  will  finish 
someone,  tainting  him  forever.  Would 
you  hire  or  associate  with  an  accused 
sex  offender?  Would  you  give  him  the 
benefit  of  the  doubt?  The  revulsion  — 
the  instinctual  disgust  —  evoked  by 
the  crime  itself  spreads  beyond  mere 
allegation,  and  to  the  name  of  anyone 
accused  . of  it.  Publication  becomes  the 
ultimate  sentence. 

That  is  not  to  say  news  stories  should 
carry  the  same  burden  of  proof  as 
criminal  conviction.  It  is  only  to 
suggest  that  there  should  be  some 
standard  of  evidence,  rather  than  —  as 
in  the  YU  teacher’s  case  —  the  lowest 
standard  imaginable:  a  single  anony¬ 
mous  accuser.  The  accused’s  name 
and  picture  were  splayed  in  promir 
nent  black  and  white,  and  subsequent 
reports  lumped  him  with  more  proven 
offenders  with  phrases  such  as  “teach¬ 
ers  abused  students  over  the  years.” 
Nobody  even  called  attention  to  the 
scandalously  thin  evidence  used  to 
ruin  him. 

It  wasn’t  always  this  way.  The  Ameri¬ 
can  Civil  Liberties  Union  and  others 


have  campaigned  vigorously  for  the  rights 
of  accused  sex  offenders  to  a  fair  hearing. 
Veteran  civil  rights  activists  recall  the  mid- 
1980s,  when  a  nationwide  panic  about  child 
molestation  led  to  unjust  arrests  of  inno¬ 
cents  in  places  such  as  Manhattan  Beach, 
Calif,  and  Great  Neck,  Long  Island.  The 
nationvvide  lynch  mob  mentality  provoked 
a  backlash,  with  scores  of  liberal  activists, 
including  attorneys,  clamoring  to  hold  both 
press  and  legal  authorities  to  at  least  mini¬ 
mal  standards  of  evidence. 

But  you  won’t  find  those  activist  voices 
in  the  present  drama.  Why?  I  can  think  of 
one  answer,  and  it  isn’t  pretty:  The  accused 
is  unattractive  to  civil  rights  activists.  Men 
associated  with  insular,  conservative  insti¬ 
tutions  are  not  the  sort  of  people  we  like 
to  defend.  The  lesson  is  clear:  If  you  work 
for  an  organization  like  Yeshiva  University 
or  Satmar  (or  their  Christian  and  Muslim 
counterparts),  don’t  even  get  accused  of 
touching  someone  inappropriately.  One  ac¬ 
cuser  reaches  the  reporter,  and  you’re  done. 
The  ACLU  won’t  defend  you,  and  nobody 
will  try  to  corroborate  your  accuser’s  ac¬ 
count. 

Despite  the  fanfare,  the  recent  expose 
will  probably  have  little  impact  on  how  sex 
abuse  is  treated  in  the  Orthodox  commu¬ 
nity.  But  the  articles  have  already  made 
at  least  one  difference:  They  have  helped 
lower  the  bar  on  what  it  takes  to  smear 
someone  publicly  and  permanently  with  a 
charge  of  sex  abuse.  Orthodox  educators 
may  have  been  the  targets  of  the  day,  and 
they  may  have  been  guilty  for  all  we  know. 
But  under  the  new  one-source-and-you’re- 
it  standard  of  proof,  the  innocent  will  be 
sure  to  suffer  the  same  fate. 

Jeff  Helmreich  is  a  fellow  at 
Harvard  Law  School,  a  former 
associate  editor  of  this  paper,  and 
a  current  con  tributing  editor. 
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for  space. 
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